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7-99 Four Way Glove Stand with Adjustable Arms and 7-100 Glove Stand with Adjustable Arms and Adjust- 
Adjustable Swivel Fittinas. Rubber hancs movable to able Swivel Fittings. Rubber hands movable to any 
any desired position. 30" high, 24" wide, with 1%" x 9" desired position. 18" high, 14" wide, with 1%" x 6" x 6" 
x 9" Lucite base, Lucite base. 


Grace and Beauly 


Display fixtures need not be dull and uninteresting. They can acquire 
a zesttul beauty when designed by master craftsmen for which the 
house of Scheuer is so well noted. In fact, the glove displavers 
lustrated above really add to the beauty and grace of the merchandise 
to be displaved. So when vou display fashion merchandise be sure you 
use display fixtures that enhance its appearance and its appeal. Tf vou 
want the best in plastic display fixtures let SCHIEVER fill vour needs. 


Ge 


SPeEmIiiOns, INC. 


307 WEST 38'' ST.. AT EIGHTH AVE., NEW YORK CITY 18 
ORIGINATORS AND MANUFACTURERS OF MODERN PLASTIC DISPLAY FIXTURES 
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FIXTURES 
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BEAUTIFUL DESIGN, FINE QUALITY 
REPRODUCTION, FUNCTIONAL, 
PRACTICAL UTILITY... AT REASON- 
ABLE PRICE... ARE THE KEYNOTE 
OF WLS PROPS, USED BY FINE 
STORES FOR SMART FASHION 


DISPLAYS. 
W.S. STENSGAARD AND ASSOCIATES, INC. 
359 N. Instine St. Chicago 7, Illinois 
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FREE! 
GIANT SIZE CATALOG 
ILLUSTRATING 


250 DESIGNS AND 
PROPS. 100 HOW TO 
USE SUGGESTIONS. 
SEND FOR YOUR COPY 
TODAY 


Sal 


i L. BERGER COM- 
PANY, BUFFALO,N. Y., 
RAY GRAEBER, Display 
Manager Uses WLS 
Medallion Sereen to fea- 
ture Nettie Rosenstein 
Orieinals 


ee 


HALLE BROS. COM- 
PANY, CLEVELAND, 
OHIO, RICHARD 
THEALL, Display 
Manager. Uses WLS 
Mirrored Screen to 
feature Stroock's 
Woolens. 


ae 


A. POLSKY COM.- 
PANY, AKRON, 
OHIO, WALTER 
KLEIN, Display 
Manager. Uses WLS 
Giant Sculptured 
Shears in dramatic 

Fabrics promotion. 
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Display’s Great Monthly Digest 


DISPLAY WORLD 


COMBINED WITH 
MERCHANTS RECORD AND SHOW WINDOW 
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Pass This Issue Along 


You get the most value from DISPLAY 
WORLD when you share it with others. See 
that it reaches other executives of your organi- 
ration and the members of your department. 


O 


{] 


O 


OUR NEXT ISSUE 


How do the leading stores of St. Louis allocate 
display and charge the various departmonts for 
it? The answer is in a special feature article in 
the September I5th issue — along with the second 
of a series of General Electric lighting articles, 


one on Marshal! Field's elaborate Christmas dis- 


plays of last year, and many other featuras. 


THE COVER 


The full-color cover reproduces a "Circus Time. 
p 


display in the "world's largest window" at Sears, 
Roebuck & Co., 


's display manager. 


Baltimore, where Robert Kessling 
A ton of sawdust covers the 
floor. Typical circus and side-show themes are 
included in the setting, including a small boy and 
his dog crawling under the tent at the left of the 


tjicket-seller. 
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‘To display a svelte, sculptured Ice Satin most dramatically, choose 


a svelte mannequin sculptured for sophistication by Mary Brosnan and Kay Sullivan 


4 Ufanas duc 
LA @ 498 sEVENTH AVENUE, NEW YORK 18 


MARY BROSNAN MANNEQUINS e CYRILLE STEINER FIXTURES 



















you’ve got me, boys! 
yessir, you've got old santa down pat. 
mrs. kringle says she never saw my spirit 
come through as brightly as in those clever 


new display pieces you've dreamed up. 








nobody but nobody does 


papier mache 
the way CHELIX does it. you just have to see 
it to believe it. a visit to CHELIX is a must on 


your new york trip. 


it’s Christmas 


on 58th street 


.at 


CHELIX 


PAPIER MACHE AND OTHER EXCITING DISPLAY TECHNIQUES 
361 WEST S8th STREET, NEW YORK 19, N.Y. + CIRCLE 6-943) 


DISPLAY WORLD AUGUST, 1947 














} a wy 























AUGUST, 1947 DISPLAY WORLD 





For the is Time You van Rent These Windows 


RENT 


one of the 


FAMOUS 
SHIPMAN 
PATENTED 
MIRROR 
WINDOWS 


The world's greatest side- 
walk salesman. 











The latest patented Shipman mirror window showing window empty, with ; , . 
shelving in the apex. It makes your window eight times its original size. Write for details and prices. 


PATENTED 
MIRROR 
WINDOWS 


RENTED | 


and 


INSTALLED 


Many styles and 
sizes shown 
at the 


FREDERIG SHIPMAN 
STUDIOS 


512 Fifth Ave. Same window with flowers renresentina merchandise. Note: To the side- 
New York walk observer, the two half tables used become eight complete tables. 
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WE ALSO REPAIR & REFINISH MANNIKINS 


Rent - Sell - Exchange - Repair 


METROPOUITAN 


MECHANICAL 


DISPLAY CO. 


00 WEST 22nd STREET 
NEW YORK CITY 


OR. 44-4667 


MECHANICAL ATTRACTIONS FOR 
SHOW WINDOWS, AMUSEMENT PARKS 
AND PROMOTIONAL EXHIBITS. 


AUGUST, 


1947 
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New Orleans, La., writes us: 


“After checking the various man- 
nequins on exhibit in New York 
and Chicago, I think you have the 
most up-to-date and appropriate 
mannequins for the new Fall dress 


creations. .. .” 


Gracefully sloped shoulders 
Willowy slim waistline 
Softly rounded hip line 


Hem line 12 to 13 inches off floor 


Bal Worl 


| Bio fo) a @) 0-5 do aw) <-1 (0) oC == 
by MAGNANI MANNEQUINS 


236-238 West 40th Street. New York City 








8 DISPLAY WORLD AUGUST, 1947 








: 
\ 
\ 
| 





“The Plastic Mirror 
On Fabric” 


... This versatile decorative material is made of 


HORIZONTAL FLEXING 


unbreakable plastic that flexes along the cut edge 
giving the effect of individual mirrors. Mirr-O-Plex 
comes in continuous 12 yard lengths; 20" wide 


and is available in six different colors. It can be 





stapled, stitched or glued. 


CROSS FLEXING Member 


WaTiogar association 
OF oisPLay tapesTarcs 





mm Bsc. 
NOW AVAILABLE AT YOUR FAVORITE JOBBER | ) : 
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Yy STAPLES-SMITH: 
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=“ 4 EIGHT WEST FORTIETH STREET NEW YORK CITY 


| jal : ps a 


24? ey 4 
M54, heey a8 Va ¢. ae | 



















Eneore! Encore? 
Repeating 


fast Yeaw 


NATION WIDE SUCC 


SOLID COLORS « GENUINE METALLIC HOOKS 






We ORDER NOW While Stocks Are Complete 





GLITTERING METALLIC 
FOIL PAPERS 
26° Width 

COLORS .. 

¢ Surprise Pink * Shocking Cerise 
eChartreuse ¢ Natural Gold 

¢ Turquoise ¢ Emerald Green 
* Coronet Red * Midnight Blue 


¢Silver Glow elce Blue 
¢ Fuchsia * Baby Blue 


10 yd. Rolls 
100 yd. Rolls 


REAM ROLLS 


(Prices on Request) 


2%" Diameter 
$12.00 Gross 


2%" Diameter 
$15.00 Gross 


2%" Diameter 
$18.00 Gross 


COLORS .. 
Surprise Pink 
Shocking Cerise 
Natural Gold 





Our good fortune and yours! After 
last year’s spectacular demand, we 
set the wheels in motion for a 1947 
repeat. Now stocks are on hand for 
immediate delivery of these smart 


and gay metallic glass balls for your . | 


Christmas display at these low | 
prices. Don’t delay. Order today. 











Royal Purple Orchid 


Emerald Green Turquoise 
Midnight Blue Coronet Red 
Chartreuse Silver Glow 





LUSTROUS SATIN 
RIBBONS 


FOR DISPLAY 
& GIFT WRAPPING 


No. 3%" 100 yd. Bolt . $3.50 


No. 5 e” 100 yd. Bolt . $4.50 


No. 9 1" 50 yd. Bolt . $3.50 


No. 40 2%” 50 yd. Bolt $5.75 


No. 120 4" 50 yd. Bolt $8.50 


All colors available, including 
hues that harmonize and match 
with the metallic foil papers and 


metallic balls. 





Art R. Cohen Company 


MODERN .DISPLAY EQUIPMENT 
810 PENN AVENUE, 
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“Wigs that grace 





each mannikin’s face” 


measuring 
2 eee, 
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ms 
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mannequin 
« 





DIRECTIONS FOR MEASUREMENT 


1. Circumference around the head 
starting at the forehead. 


From TOP right ear over the 34 west 20th street 
head to TOP left ear. 


8 
3. From center of BACK right ear 03,5 a . 
er! meyer jacoby MEameaens 
° A eft ear. én ° 
4. From forehead over head to chelsea 3 


nape of neck. 


Lod 


SSIM S 










SCHACK’S, INC., 319 W. VAN BUREN STREET, CHICA 











Again, again and again 





















We are indebted to you 
for the splendid response 
you showed our Christmas 
Decorative promotions at the 
Stevens Hotel here in Chicago 
and the enthusiastic response 
you ve given to our 


representatives on the road. 


Thanks to you, 
Schack's are completely 
sold up 
for Christmas of 1947. 














chack’s 


— ea eve NCI 
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3 Reasons why 4 
Famous Firms choose 
BLUE RIVER Displays 


Meeting exacting requirements on (1) Design, 
(2) Manufacturing skill and (3) Delivery, Blue 
River counter and window display material 
flashes famous names from coast to coast. 








No display specification is beyond the ca- 
pacity of Blue River facilities. Our plant is 
equipped for all types of plastic fabrication, 
forming, blowing and drawing. Screen print- 
ing, hot stamping and engraving expertly 
executed. 














Mailing and shipping direct from our plant 
to your retail outlets all over the country. 








Your consultation on any display problem is invited. 


BLUE RIVER PLASTICS 


MANUFACTURING E CORPORATION 


Gabricalors and Designers of Plastic Originals 
6 GREENE STREET, CORNER CANAL STREET, NEW YORK CITY 13, N. Y. - WAlker 5-2679 
F. J. Nussbaum, President 
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COUNTED amd HOL VOY 
DISPLAY ; Ps 
Chale easy with ¢" 















FIREPROOF — LIGHT WEIGHT — CUTS EASILY — CLEANS EASILY 





Simple as A B C to make any size or shave. U.S. Pat. No. 1890127 


ilGract lle Oot desta 
wih B , Poreeprory 
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WINDOW 
DISPLAYS 


FROSTEE DISPLAYS will stimulate interest and 
maintain the urge to buy merchandise which is on 
display while the viewer gazes with admiration 
upon the realistic Frostee Synthetic Sno setting. 
Frostee Sno is a display material that is flexible 
in its uses. The same Blocks can be used many 
times for holiday and winter merchandise dis- 
plays. Because of its adaptability to these two 
seasons, an elaborate, Frostee Sno display will 
_cost you less than you think. 













Fireproof Frostee Sno Blocks and Flakes are sold by leading display jobbers in the U.S. and Canada. Manufactured By 


FROSTEE SNO COMPANY. Antioeh. Illinois 





.~4 a 
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ILLUMINATED BELL SETS 


The bells are further enhanced when illuminated. 
Made singly as well as in strings of two and three 
bells, complete with 8 foot cords and weatherproof 
Standard base sockets suitable for interior and 
exterior display. 

Bells Available In Red, Green and White. 
Please specify color desired when ordering. 
D-791 Single Illuminated Bell. . . $2.95 
D-792 Double Illuminated Bells . . $4.95 
D-793 Triple Mluminated Bells... $6.95 
Electric Bulbs Not Included 
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WITH 


LUSTROI 
Plastic Bells 


A mares CREATION 


Mere at Caat is an all plastic weatherproof bell which has ~ 
a myriad of uses for either exterior or interior display. The bell 
transmits light beautifully when illuminated. It is 8“ in diam-~ 
eter and has a 1%” hole at the top for wiring, attaching, ete. 


AVAILABLE IN 3 COLORS 
* D-782R Transparent Red 
* D-782G Transparent Green 
* D-782W Translucent White 


Please order by $s] ele) Sold only in 


stock number _ dozen lots of a ddace 
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A NEW KORRECT-WAY CATALOG...THE 
MOST COMPLETE DISPLAY MERCHANDISING 
KIT EVER PUBLISHED. SEE HOW IT WILL SHOW 
YOU NEW WAYS TO MAKE MORE SALES! 


Just off the press... KORRECT-WAY’s new display catalog 
...full of merchandise displayers that will “dress up” your store, 


make more sales...increase profits! 


Items illustrated include: men’s, women’s, sub-junior and 





children’s mannekins, metal and plastic displayers; hosiery, 
a MUST for every brassiere, neckwear and men’s wear forms; millinery and baby 

B 8S e ° e ~ 
heads; baby displayers, easels, mirrors, shoe fitting equipment, 


store furniture, card holders, garment racks and a host of other 


sto [ e il a f] age [ a i] (| modern, practical display items. 


You'll be amazed at the nominal cost of these famous KORRECT- 









WAY display products. Put them to work in your store! 





KORKECT-WAY 


SEEN IN THE BEST CIRCLES a 


DISPLAYS 


AMERICAN FIXTURE & MFG. CO. 2300 LOCUST ST. e ST. LOUIS, MO. 








Order your copy from your 








j 
j 


nearest Korrect-Way distributor, or use the coupon below 


KORRECT-WAY DISPLAYS, DIV. OF AMERICAN FIX. & MFG. CO. 
2300 LOCUST STREET + ST. LOUIS 3, MISSOURI 


Send a copy of your new free catalog to: 


NAME 7 a ie 
awe FASHIONED 
wieoows STORE _ ae” 
ADDRESS ee cssteside ne 





CITY STATE : ae 
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A VARIETY OF 
STYLES... 


As you want 
them! 


ABCDEFGHISKL 


MNOPQRSTUVWX 


ee ee ee 
mpmopqrstuvwx 


ABCDEFGHIJKL 


PEO WAN: SHOP 
| CNA Yel. 
SEETND 


ABCDEFGHIJAL 
ABCDEFG 


Desmond's Wilshire, California, 
demonstrates the attractive | 
versatility of Mitten's Letters, Talal 


HOCUEFG 


TIBCDE 
VN ie 


ABCDE 
Ne 
ABC 





FLOOR 


THE A,B, C’s, OF GOOD DISPLAY! 


VERSATILE 


Mitten’s Letters are third dimensional and dramatic, 
and so easy to read! A variety of styles (illustrated 
on the left) to suit any mood or theme are available. 
Depth of relief ¥g” to 1”. Sizes ¥,” two 9”. 


CONVENIENT 


They are so easy to use! Every letter is perfect, 
needs no painting or finishing. White, they can be 
tinted any color. THREE CONVENIENT TYPES— 
PIN BACK, to be used on wood or fabric or any- 
thing soft. SANDED BACK, for pasting on any 
hard surface with rubber cement or glue. They'll 
stick until you pull them off with a twist of the 
wrist. TRACK LETTERS, they slide into place with 
a minimum of effort. Ideal for dramatic lighting 
effects, window decorations, department markers. 


ECONOMICAL 


Mitten’s Letters can be used over and over when 
desired — BUT they are so inexpensive they can be 
discarded without a pang. Cheaper than cut-outs 
and so much more finished and beautiful. 


IN THE°UNITED STATES 





MITTEN’S LETTERS 
222 West 5th 
Redlands, California 


&. 
Ae, 


IDEAL FOR 


Window Displays 
Informative Signs 
Department Indicators 
Bulletin Boards 
Outdoor Signs 
Back-bar Menus 

Desk Signs 

Room Indicators 


and there are hundreds 
of other uses. . 


ASK YOUR DEALER 


or write for complete 
specifications, prices and 
suggestions. 


Distributorships available. 


IN CANADA 





MITTEN’'S LETTERS 
312 Powell St. 
Vancouver, B. C., Canada 
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~pMe SNOT PRINCESS 


yiptured fr 
nylon net. 


to you 


pallerina—tully sc 
She'll shine 


Twinkling 
ss, lace on 


1 Christmas 


like the winter 
windows ond 


WRITE, WIRE, 


BLISS DISPLAY CORPORATION 


DIVISION OF 
VISUAL M 
ERCHANDISING, 460 WEST 34th STREET. NEW 
: YORK 1, N. Y 


interiors. 
PHONE for details. 








AUGUST, 


1947 
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Sportswear is a year around 
promotion. Carrata “Action” 
Champs will increase sales 
in your windows and interiors. 
A “natural” for those play- 


time activities of Junior and 
Dad 


Be the only one in your city 
to use these Sales-producing 


mannequins .... 


nureyi HURRY! HURRY! 


x*k & 


Have you seen the new 
Carrata Ladies? Casual 
leisure and graceful poses, 
that are reflected in the gar- 
ments displayed from sports 


clothes to evening wear. 
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ONLY 
AT 
KAPLAN! 














ee 


€ EATHER-WEIGH? ST “4 A ¢ EV, eBY TY LING / 
PLASTIC! METALLIC! UNBREAKABLE! 


‘ 
Indicate how many | 


—— XMAS ORNAMENTS 
































—__medium ‘ 99 . 7 
eons This “ad” in the June issue of DISPLAY WORLD sold 500.000 
Glamour sore: GLITTERING PLASTIC BALLS! Lo and behold! More than half were bought 
{____lerge _ as ORNAMENTATION FOR XMAS PACKAGING by outstanding Dept. Stores! 
i‘ ROYAL BLUE ! 
a | We are willing to confine this unique merchandising presentation to ONE 
| : FUCHSIA t ia alert and ENTERPRISING organization in a city! Inquiries invited! 
cee Immediate Delivery! 
Xmas RED} 
medium Packed | gross in a carton of assorted colors; also packed I gross in a carton of one color. 
as Medium: 244diameter — $2.40 dozen; $28.80 gross. Large: 3“ diameter — $3.12 dozen; $37.44 gross. 
medium 1 Available at your jobber—or use coupon at the left. 
large : 


eee www mee ee ee ee eee eee 


Name = 


Me J PRODUCTS & TEXTILES, Inc. 
aplerirn 460 FOURTH AVENUE - NEW YORK I6, N. Y. 
Address 

CHICAGO: 180 West Randolph Street LOS ANGELES: II2 East IIth Street 


ity ar State 4800 Richmond 9721 


Order with this coupon or your own letterhead 
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” TIMBERTONE Soevees 
a happy Choice 


CG. Teen AY 
FOR MERRY XMAS DISPLAYS 






bd * 
ae we NS 






New 1947 SNOWTONE and FEATHERTONE patterns for brisk, wintery 
backgrounds. Create a festive Holiday atmosphere in your windows, 
showcases, shadow boxes, on store columns and wherever gift mer- 
chandise is displayed. 

An extremely wide variety of interesting TIMBERTONE patterns 
are available for your selection. See your jobber for samples. 








Tenn 


DECORATIVE COMPANY, INC. 
15 WEST 24th STREET, NEW YORK to, N. Y 
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“Modern Stores Require 





Correct Display” 


The Best Dustproof 


SKIRT and 
SLACK RACK 


On the Market 


Here it is. The newest, latest and 
best skirt rack on the market. The 
heavy plate glass top is modern in 
appearance and protects garments 
without interfering with display of 
the merchandise. It’s the last word 
in a rack merchandising unit. 
Bleached maple, large capacity, 
sturdy construction, and many other 
practical features. 48” high — 52” 
long. Equipped with either 100 
slack or skirt arms. Arms and clips 
chrome plated for long, trouble-free 
use. Complete 


*135.00 


JOBBER INQUIRIES INVITED 
@ 


The Heaviest 


PLASTIC 
HANGER 


Ever Made 


This new plastic hanger is the heaviest 
hanger on the market today and has all fea- 
tures necessary for use in up-to-date dress 
departments. Built so strong and heavy it is 
practically indestructible. Even heavy enough 
for coats. 17” long — notches on top and 
bottom, chrome plated hook. 


New Low Price 


JOBBER INQUIRIES INVITED 


NATIONAL 
HANGER CO., Inc. 


253 W. 26th St., New York City 1 


Representatives: Mr. Morty Fay, 17 N. W. 2nd 
Ave., Miami, Fla. Phone Number 25994 


Mr. Harry Intriligator, 60 South St., Boston, 
Mass. Phone Hancock 0504 


WRITE FOR CATALOG 








All 
SI 


A ver 
all c 
beaut 
rack 








Please ; 
this nev 
and bre 
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NATIONAL HANGER CO.., Inc., proudly presents 
“Silent Salesmen” Skirt and Slack Racks 





All Chrome Garment fads, 


MODEL SK200 


Sturdy Metal Skirt Rack — 


with Patented Base 
A very popular model Skirt Rack. 96 a: 


all chrome. Sturdy and practical. For 
beauty of design and general utility this ALL CHROME SKIRT RACK~—wmopet SK100 





rack is unexcelled. With 7 x 11 cardholder The last word in all steel Skirt and Slack Racks. The new model SK100 is the 
$ answer to the progressive merchant's plea for a rack which is not bulky. and yet 
95.00 Complete strong enough to hold 100 garments. Please specify whether skirt or slack arms 


are required. 


795.00 Each Gena *5.00 Extra 


Bleached 
Oak Skirt 
Rack 


MODEL SK300 


Bleached Oak Skirt 
Rack. 96 arm capa- 
city. All chrome arms 
with chrome clips that 
hold each skirt se- 
curely. Noted for its 
beauty, large capacity, 
sturdy construction and 
practical features. No 
cardholder. 


°89.50 Each 











Please note—All our skirt racks are now equipped with 
this new arm. All welding has been done away with 
and breakage is impossible because the clip is mounted 
on the arm. Our racks are the only ones on the market 
with this feature. The clips are adjustable. All chrome 
Plated, 








NATIONAL HANGER CO., Inc. 


253 W. 26th St. New York City 1 








Jobber Inquiries Invited—Write for Catalog 














your 
headquarters 

for 

artificial 

flowers 

and 

display 

decorations 


Our 500 Fifth Ave. Showroom is 
the last word in convenience for 
Display Buyers. Centrally located 
in New York City—500 Fifth Ave. 
Building, at the corner of Fifth 
Ave. and 42nd St. (Lower Level). 
See for yourself why ‘Buyers who 
go places'’ make our air-condi- 
tioned Showroom their New York 
Display Headquarters. (If one 
of our salesmen has not called 
on you regarding our gorgeous 
Christmas Line, drop us a note 
today.) 


GENERAL DISPLAY 


MANUFACTURERS OF ARTIFICIAL FLOWERS AND DISPLAY DECORATIONS 
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140 WEST FOURTH STREET 500 FIFTH AVENUE 


CINCINNATI 2, OHIO 





NEW YORK 18, N. Y. 
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out of this world 


MANNEQUINS 


414 





293 SEVENTH AVENUE, 8th FLOOR, NEW YORK 1 
CREATORS AND MANUFACTURERS OF MANNEQUINS SINCE 1909 
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or windows, 


post decorations: § Sold exclusively in each city. 
| Write us 


for particulars. 
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OUTSTANDING 
STORE DISPLAYS 
ARE THE RULE on 


* Wall Covering Extracrdinary 


In the illustration. we have a combination of one of our choice 





wood grains and a beautifully veined marble. Both are, of course 





as with all DI-LON patterns... authentic reproductions. 





32 patterns in rich warm leathers and woods, and distinctive 


marbles. offer the display manager almost unlimited opportu- 





nities for striking and unusual effects. 
DI-LON DISTRIBUTORS 


ARROW DECORATING & FIXTURE CO. ; : 
995 W. Glenwood Ave., Philadelphia 46, Pe. applied ...1n the same manner as wallpaper. 
GARRISON-WAGNER CO. 
1627 Locust St., St. Louis 3, Missouri 


MUTUAL DISPLAY MANUFACTURING CO. T HE Di - | o C C 6 A 43 A Jag Y 


1101 Power Ave., Cleveland 14, Ohio 
MAHARAM FABRIC CORP. 1700 LONDON ROAD 7 CLEVELAND 12, OHIO 
6 E. Lake St. 130 W. 46 St. 
Chicago 1, Illinois New York 19, New York 


DI-LON patterns .. . in sheets or rolls are easily and quickly 
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Tom Lee, Vice President 
W.L. Stensgaard & Associates, Inc. 
Merchandise Presentation Counsel 
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Spotlight 


Concentrator 


Floodlite 


flector Lamps 
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Striking display created for Goodall Fabrics by Tom Lee, W. L. Stensgaard and Associates, Inc. 
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New “Open Window’ Display Idea 


a Challenge to Ingenuity! 


“The most obvious factor in the present trend of store design 
is to eliminate window backgrounds so that the whole street 
floor becomes a window and theretore a display. 


“One of the most important aspects of this new treatment is the 
use that is made of lighting. Strategically placed lighting aids 
immeasurably in determining focal points, in giving depth to 
the entire display, true texture and color to the products dis- 
played, plus that over-all inviting appearance that sells. For this 
work I find Sylvania Birdseye Reflector Lamps unsurpassed.” 


“Jom Lee 





Take a tip from some of America’s finest stores. Use 
Birdseye Reflector Lamps — made by Sylvania — for 
the exciting touch that creates sales. 
Products Inc., 500 Fifth 


Sylvania Electric 


Avenue, New York 18, N. Y. 


SYLVANIA 
ELECTRIC 
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Warning! 





NO OTHER SUN SHADE CAN EQUAL 


GENUINE TRANSPARENT SHADES 





Applied in our own factory, our 
Infra-Chem formula requires 
Spectally designed machinery under 
control of technical engineers. 





Patented /ufia Chit “Process 


GIVES YOU REAL SUN PROTECTION 


For your own protection, we are 
publishing this warning: 


Others may make a shade from plain 
“dyed material” that dooks like a 
real Transparent Shade .... and offer 
“bargain” prices. BUT 


Only genuine Transparent Shades give 








LZ 


TRinity 0851 


Address all correspondence to Box 2135, Dept. DW 8 


Terminal Annex, Los Angeles 54, Calif. 


*Patent Pending Copyright 1947 TSC 


RANSPARENT SHADE COMPANY 


501 N. Figueroa St. « Los Angeles 12, Calif. 


you the patented Infra-Chem* process. 
Only Transparent Shades give you this 
real Sun Protection plus Visibility in 
all colors. 


Don’t be misled by imitations. Insist on 
genuine Transparent Shades—created 
and made only by Transparent Shade 
Co. Look for the identifying label. 





308 Peers 
’ 
8 Aes visieniyy 


TRANSPARENT SHADE CO., Box 2135 
Dept. DW8 = Terminal Annex, Los Angeles 54, Calif. 
Yes, send me your free illustrated book on how to get “Sun 
Protection plus Visibility through Transparent Shades.” 





Name ~ Position 





Store Name 





Address 144 
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*, MIGHTY OAKS 
FROM LITTLE 
ACORNS GROW 


@ 1934 - OUR SMALL BEGINNING WITH A SINGLE CORRUGATING MACHINE IN OUR 
PHILADELPHIA PLANT TO PRODUCE REYTRIM, THEN A NEW DISPLAY MATERIAL, FOR 
A FEW INTERESTED DISPLAY BUYERS. 


>K 1947 -OUR GREAT NEW PLANT IN ROYERSFORD, PA., DEVOTED EXCLUSIVELY TO 
THE MANUFACTURE OF THE NOW FAMOUS REYTRIM, REYCURV, REYDEC, AND THE 
MANY OTHER REYBURN PLAIN AND PROCESSED DISPLAY MATERIALS IN CONSTANT 
DEMAND FROM COAST TO COAST. SUCH PHENOMENAL GROWTH IS NOT ACCIDENTAL. 


YOUR INQUIRIES CREDIT A BRILLIANT STAFF OF DISPLAY EXPERTS, ARTISTS, CRAFTSMEN AND SALES 
Ace Cone eomantt REPRESENTATIVES CONSTANTLY INCREASED TO MEET THE EVER GROWING NEEDS 
YOUR ORDERS AND» OF THE DISPLAY INDUSTRY. CREDIT OUR RAW MATERIALS SUPPLIERS AND 
SA payaso WORKMEN WHO STROVE MIGHTILY DURING THE LEAN YEARS TO MAINTAIN 


OUR TRADITIONALLY HIGH QUALITY OF MATERIALS AND WORKMANSHIP. LAST, 
BUT NOT LEAST, CREDIT THE LOYALTY AND ENCOURAGEMENT OF DISPLAYMEN, 
DISTRIBUTORS AND JOBBERS WHO GAVE SO GENEROUSLY OF THEIR TIME, 
EFFORT AND ADVICE. TO ALL WE HUMBLY SAY, “THANK YOU,” FOR YOUR 
PART IN MAKING IT POSSIBLE FOR US IN OUR NEW PLANT TO RENDER 
COMPLETE RAPID SERVICE TO DISPLAY BUYERS EVERYWHERE. 


THE REYBURN MANUFACTURING CO., INC. 


MAIN OFFICE AND FACTORY: PHILADELPHIA 32, PA. 
BRANCH FACTORIES: ROYERSFORD, PA. AND CHICAGO 35, ILL. DISPLAY MATERIALS 
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BOLD PRIMARIES, SEPIAS, PASTELS AND MUTED MATTE OR BAKED PLASTIC FINISH 
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Yes! Everything / 


From a tiny twig to a complete interior 
or exterior display...no order 
too large or too small...everything 
entirely conceived and produced in 
our own ten story plant. Visit our 
2 mammoth showrooms and see 
our tremendous selection of traffic- 
stopping Christmas displays-- 
ready for immediate delivery. 
No traveling salesman... 


no catalogs. 


SELECT FLOWER AND DISPLAY COMPANY 


Manufachirers Smprorlers Creators... Over 25 years of disfilay exfrertence 
i . . Beane ~~ | 42a) 2 eee i ee ee ae ee oe ee) An 
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FOR LOW HEELS 





INV VER SAL 
oAMA All 3 heights 


INSIDE sally SHOE / FOR BETTER DISPLAY ~ 
> per pair &Q-8° 


Wholesale Distributors: With shoe forms as with everything else, it’s wise to benefit 
IN BOSTON by the experience of the leaders in the field. And with shoe 
iti Ditueiin Go display men who know best, it’s a well-established fact that 


FOR HIGH HEELS 











Fashion Shoe Form & Supply Co. shoes shown on Universal’s Forms sell faster because they fit 
IN NEW YORK CITY better, therefore look better! They’re made of a weighted non- 
Nat Siegel, Inc. flammable durable plastic in neutral flesh . . . 3-toe style with 
Jas. B. Williams, Inc. closed top. Order today for better display results next Fall! 


IN DALLAS 

Standard Fixture Co., Ine, UNIVERSAL FORM CORPORATION 
IN MONTREAL Send mail: 77 Summer Street, Boston, Mass. 

M. J. G. Hogan Showrooms: 3371 So. Hill St., Los Angeles + 30 E. 20th St., New York City 
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THE HIT OF THE SEASON 


DAZIAN’S 
SCENERY 
MUSLIN 


97 INCHES WIDE 


$1.05 PER YARD 
IN 60 YARD PIECES 











The names of the many 


Display Directors trom 





all over the country who 








are using Dazian’s Scen direc 
— Of 

ery Muslin, read like a tures 
sales 
list of “Who’s Who” in mace 
weat 

, ie \ 

the Display Iield. Order has 


now, or send for a gener 
ous free sample of 97” 


(seamless) muslin. the 





tabric that is as inexpen 


sive as paper. 


DAZIANS: 


ESTABLISHED 1842 





The World’s Largest Dis- 


play Fabric Organization 








PLEASE CONTACT OUR OFFICE NEAREST YOU: 142 West 44th Street, New York 18, New York 
260 Tremont Street, Boston 16, Massachusetts e 125 North Wabash Avenue, Chicago 2, Illinois 
731 South Hope Street, Los Angeles 14, California cy 630 Book Building, Detroit 26, Michigan 
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HE entrance front of a store provides 





ideal on-the-spot contact between the 
customers out front and the store in- 
side. As such, it should be designed as a 
direct expression of its own establishment 


—of the equipment, lighting, materials, tex- 
tures, and structures of the interior 
sales space. When so designed, it is better 
fitted to accomplish its task of keeping the 
weather out and inviting the public inside. 

Whatever form it takes, the front 
has a definite, clear-cut job to do: 


colors 


store 


First, it must catch the eye. Attracting 
public attention on a street crowded with 
competing store fronts is not the easiest 
job in the world. Only a well organized 


store front has a good chance to succeed. 
Second, it must identify the store. The 


general impression it gives should spell out 


the identity of the store proprietor and the 
character of the merchandise he offers. 
Third, as a medium for displaying mer- 
chandise, the store front acts as a stage set. 
The displays it dramatizes will create the 


urge to buy. 
Fourth, the store front should pull custo- 


mers into the store. From a _ customer’s 
angle, selling begins on the sidewalk. The 
plan and character of each store front 
should invite the approaching pedestrian to 


windows to the en- 
indoor “shop- 


v a line of show 
e door and on into the 
street.” 


ire fronts are essentially three-dimen- 


posters. Each store front can be as 
ess given at the Store Modernization Show, 
Cry 


A night view of Artek-in-New York, furniture 
re of New York City an example of 
open type of store front. (Morris Ket- 
im, Jr. and Francis X. Gina, architects.) — 
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Organizing The Store Front 


By MORRIS KETCHUM, JR. 
Ketchum, Gina & Sharp, New York City 


wide and high as the store behind it and 
as deep or shallow as its designer chooses. 
Visually, it can depth from the 
limits set by windows. with 
backgrounds, to those set by the rear walls 
of the interior sales space. 

To act as an effective advertising poster, 
the store front must individual 


vary in 


show closed 


have char- 


acter, good balance and composition, dis- 
tinctive, timely illustrations in the form of 
displays, and a brief, easily 
expressed by sign lettering. 
equipment 


read 
The materials 
construction 


message 


and used in its 


—The Florsheim shoe store for women, New 


37 








York City . . . illustrating the recessed store 
front with a corner entrance lobby. (Ketchum, 
Gina & Sharp, architects.) — 


should boldly express the character of the 
Very different facing materials, 
and window arrangements 
chosen shops than for 
drug stores. Again, there should be at 
least a subtle difference in treatment be- 
tween a hardware store and a florist shop. 
The first impression created by any store 


store. sign 
lettering, 


will be 


show 
for candy 


may come from a fleeting glimpse as one 
drives by in an automobile, or while riding 
in a street car or bus, or else from a closer 
view while walking along the sidewalk. It 
has been estimated that a typical pedestrian 
takes less than 7 seconds to pass an average 
show window and that fast moving motor 
traffic takes only 3 seconds. It is therefore 
obvious that every principle that will bring 
and keep attention to the store front must 
be put to work. It will take all that a 
store planner can offer to equal the average 


windows — 


show 


stopping power of most 
less than 10 per cent of all sidewalk traffic 
—and to pass the top mark of 20 per cent 
set by better than average displays. 
The display, 
shown in a set pattern of show windows 
[ view of the 
framed like 
Never forget 
Dis- 
atmosphere 
theatrical 


merchandise’ on whether 
means of a_ general 
interior floor, should be 
a picture by the store front. 
that the entire front acts as a stage. 
plays, backgrounds, lighting, 
should all combine to create a 
[Continued on page 112] 


or by 


sales 
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New York 


orduroy” made the head 
Dana ©'Clare, display 
Arnold 
first 


OLL Call ¢ 
line used by 


director Constable, when 


presenting one of. thi series of win 


dows to appear tor college wardrobes. The 


simple but pertinent backgrounds — inter 


activities ot 


they did 


preted 1 cross-section. ot the 
] such 


college lite comprising as 


photographs, 
test tubes and 


items as colorful pennants, 
albums and records, 
all correlated 


against an ab 


re¢ ord 
with 
superimposed 
which was 
Five 


stract design of gray wallboard, 


spaced slightly from the backwall 


laboratory stools painted in dark tones of 


green, brown and blue continued the atmos 


phere and made display props tor acces 


sories and a fur coat 


Light and airy was the I. Miller window 


dr ape I’ 





where “Hypnotic Black Satins that shine by 
“ were presented with a musical motit. 
made of wire covered 
tightly. 

Frank 


night” 
The treble clef was 
wound Instead 
Display Director Palotta 
theatre programs, champagne 


with satin ribbon, 
Or notes, 
orchids, 
pink and gold violin, opera glasses, 


black Pink 


tals covered the floor with shoes, bags and 


used 
glasses, 
gloves and satin shoes. crys- 


gloves grouped in_ the 
background blue, with 


base 


—Upper left, by Dana O'Clare, Arnold Con- 

stable & Co. Upper right, by Frank 

Palotta, |. Miller. . Lower left, by John R. 

Foley, Macy's. Lower right, by Winston 

Jones, Franklin Simon & Co... . (All photo- 

graphs by Virginia Roehl Studio, New York 
City) — 


foreground the 
a bright glow at the 


Displays 


By VIRGINIA ROEHL 
Virginia Roehl Studios, New York City 


Capitalizing on the song hit “Two Weeks 
with Px John R. Foley, display director 
at Macy's, presented a delightful stretch of 
windows. which 
the mountains, the country, 
Three windows in a row 
fanciful wallboard 


showed the vacationer in 


seashore, as a 
spectator, etc. 
were connected by a 
train painted in bright colors and winding 
each display. 


through the background of 
white, pink, 


A whimsical cow, painted in 

black and chartreuse peers in from the lett 
look at the 10-foot 
chickens in the 
around in the 
by one 


with a very knowing 
blowup of the theme song; 
scheme strut 
farm hat 
hay. 


eolor 
The 


girl has the 


same 
worn 
Even the 

through 


large 
brim full of 
large daisies which are scattered 
the displays are painted with smiling faces 
sherbet-shade cottons— 


L2Trass. 


“Fresh today 
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CT iss-crossed 


with soda straw stripes ... 


m-m-m-n- so cool” read the copy at Frank- 


lin 


Simon's. Display Director Winston 


Jones posed the straw and raffia girls be- 


; 


t 


lower-shaped 


me of the girls have a single daisy 


childish 
scrambling 
of 
gay in 
and 
red, 


mural done in a 
and 
road 
The 


what 


e a wooden 
cowherds 
amid a 
cows 
with 
spots ot 
bells. The 
ne is divided into three horizontal strips 
natural 


of COWS 
winding 
Howers. 


profusion 
are rather 
gold horns 


pink, 
whole 


‘arance, 
blue or 
| Swiss imaginative 


wood on a_ blue-green 
el and heavily varnished. Slats of plain 
1 form strips at the top and right side, 
Ss supporting the panel. The 
ered with wood chips in brown and tan. 


tor 


placed 


floor 18 


and one carries a straw chicken 

treatment was used by Display 
Callahan to accentuate 
and dusky, how cottons 
The stark white tri- 
ular niches, the left one occupied by a 
cotton. Also in this niche 
aded amber window frame juts out with 
white curtain draped over it. On 
right, a also a 


eye, 
novel 
ctor 


ep 


Henry 
new cool 


room has two 


In Coppery 


he er 


goose hangs high 





left, by Henry Callahan, Lord & 

. . Upper right, by Louis Viella, B. 
Lower left, by Winston Jones. 

right, by Gene Moore, Bonwit's— 


—Upper 

Taylor. 

Altman's. 
Lower 


tempting 


smoked ham and gleaming copper 


utensils. Bread, eggs, lemons, a 
side of bacon, and cheese fill the table and 
there 1s basket well filled 
the floor. All of these 
out the color and 
not detract from the apparel as some arti- 
ficial reproductions 

An intriguing 


jects — 


oranges, 


with 
real 


do 


also a 
potatoes on 


foods carry scheme 


occasionally do. 
collection of nautical ob- 
coarse rope, a ship's propeller, wood 
figurehead and such —add interest to the 
large area of the B. Altman window shown 
Display Director Viella took 
the natural height of the window 
by the wooden construction work near the 
backwall, the latter keing painted sky-blue 
\ girl climbs up to hoist flags that flutter 
briskly in the concealed 
electric fan. The copy, “For Fun and Fair 
Weather,” is painted on a porthole window, 
with its regulation metal frame, is 
fastened to the wood at the left. Green 
glass lobster floats hang in nets and a large 


here. Louis 


care of 


breeze from a 


which, 


balances them the other 
The “beach” is strewn with cork. 

“Fresh on our bill of sea-fare — mermaids 
is the menu for a summer's 
day at Franklin Simon's, as interpreted by 
Winston Jones. This is lettered in 
on a patch of light sand. vermillion 
horizontal poles stretching across the French 
blue backwall hung with unbleached 
muslin draperies by yellow rings. Realistic 
with 
sand applied to set them off, decorate the 
The 


have a 


white globe on 


side. 
with a dash” - 


brown 
Two 


are 


water color waintings of sea _ shells, 


finished in 
look 


same 


draperies. mannequins, 
burlap, 
parations to 
are placed at the right. 
been covered with sand. 
makes a the girl 
a striped red and white beach roll. 

The displays at Teller 
the elegantly outlined 
were subtly handled by 
Moore that 
focused the 


was 


sun-tanned and 
the painlessly 
The large ball has 
A white satin suit 
who 


pre- 
achieve 


siren of reclines on 
“Fall 
town- 
Display 
interest 

elegant 

framed 


Bonwit for 
advance, 
tailleur” 
Director 
intentionally 
tumes. The 
wide wire 
the center. 


black and 


Gene sO was 
cos- 
figure by 
with an oval opening in 
This wire frame was painted 
with black ribbon. 


on 
single 


mesh 


laced 
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Display And Its 


By KENNETH C. WELCH 
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When we start to use brightness as o1 
criterion, we are starting to think of ou 
lighting problems from a qualitative stand 
point first and from a quantitative stand 
point second, whereas heretofore the aj 
proach has been quantitative. 

The matter of good lighting and bright- 
ness control is a matter of cooperation be- 
tween the architect-designer who acts 
the coordinator and the skill of the quali- 
fied independent illuminating engineer, plus 
the person responsible for the utilization 
and operation of the lighting system. The 
display manager is thought of by many 
people as just being responsible for store 
display, but by being skilled and knowing 
why and when merchandise looks its best 
and with the changing trends in display, 


Lighting 


Grand Rapids Store Equipment Co., Grand Rapids 


ai Fences is entirely dependent upon on the mirror itself. We see only bright- his duties will be materially amplified as 


vision and vision is dependent upon ness; or, to put it another way, light to be 
light. The salesperson in the store useful must be transmitted through or 


may primarily depend upon the sense of flected from some substance which in 


to the proper adaptation and utilization of 
re- light throughout the entire store. This is 
turn why I feel that the display manager should 


sight for most fashion merchandise, but, is reflected to the retina of the eye. In be fairly conversant with the semi-technical 
also, they often lean heavily upon the the majority of display work it is reflected factors that are basic in modern lighting 
sense of hearing and of touch. At times rather than transmitted light which is for selling. It may all seem a little tech- 


they use the sense of smell and taste. But, important 
displaymen must depend upon sight alone 
and therefore light is a vital tool in you 
profession. 
Light is an all-encompassing term, and 
we should break it down into some of. its 
more fundamental elements. We 
a great deal of the scientific phenomena of 
light and discuss some of the more practical 
aspects that will be directly useful to you 
First, we see with our brain. We can 


can skip 


Brightness 

ant 2000 
FOOT 
LAMBERTS 


have our eyes wide open and be thinking 
of something, even objects, outside of out 
field of vision, in which case we are quite 
unconscious of the things we are actually 


t 


looking at But we do want prospective 
customers to think about our displays, and 
so we must be sure that they are seen and, 


further, we want them to think the right - 


things 
We do not see light. Light can shoot off 
into space and be lost. Its rays can strike 


a clean mirror and not be evident as light 


= SF whew hays of Light Ftom 
Ahitlded pi ane [rojedeA to 
~~ Aight towed ab - Auch 
aud ulls, 
onal) on thee anchutictinnel, 


Hee cosme Yue we Aid — 
‘i Gut ps avliguls ud 
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simplity the explanation by giving concrete 
examples. 

Let us examine this brightness matter 
further. The customer approaches your 
store; her eye is adapted to a certain total 
brightness environment in the daytime, 
which is the sum of the brightness of the 
sky, the buildings and the street. If sud- 
denly small areas of relatively high bright- 
ness are encountered, so-called glare can 
result and visibility can be materially im- 
paired. On the other hand, large areas of 
relatively low brightness go unnoticed, but 


five times the brightness of the immediate 
surroundings, there is not only comapacte 


attention is defi 
This 


visual comfort, but our 
nitely drawn to these brighter areas. 
is what we call attraction through relative 
brightness. The same theory is used in the 


A | 
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eater when the spotlight is kept on the 
ading lady. 
The moral to this is to keep your win- 
ws and the merchandise displayed inside 
e store bright enough (which means elim- 
iting veiling glare or reflections on the 
iss) to definitely attract attention. This, 
the street windows, is easy in the eve 
ng, but most stores do the majority of 
their selling in the daylight hours. When 
ey pass from the bright outside to the 
nterior it is necessary tor the customers 
change their brightness adaptation—and 
an older person this takes quite a few 
onds. Once inside, it is essential that 
customers’ attention be attracted first 


Durechonal 
light 


ys SS 


dpealar 


CU 


to the impulse goods and then other mer- 
chandise, the brightness on the backgrounds, 
and last the other architectural surfaces 
which together create the total environ- 
ment. There is also another requirement— 
that the customer be able quickly and 
surely to appraise merchandise, which again 
means the proper quality and quantity of 
light. 
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lhe qualitative approach says that lighter 
erchandise, or the immediate background 
darker merchandise, should be equal to 
brightest objects in the entire field of 
sion. The point of view is always in 
tion, seldom is, nor should it be. much 
ove the horizontal but it extends through 
angles laterally and downward.  Con- 
juently we should shield (at about a 45- 
gree angle) and camouflage all lighting 
pment so that it blends completely with 
architectural environment. 
lt the display of merchandise is_ the 
ightest, it has the stage. 
There might be some reason for a de- 
ner to use a light fixture that is brighter 
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botished durkace Ao that 
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tb crcatts GLARE, which met 


than its surroundings as a decorative moti! 
in, for example, a bank or other similar 
structure. However, in a retail store if the 


display is well designed and patterned, it is 
certainly best to let it and other minor 
decoration that directly helps the selling 
function completely play the decorative part. 

This is what vou do in your window dis- 
plays, and now it can be done to a high 
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degree in an entire interior with the tools 


that we have to work with. 
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The unit of brightness 1s the tootlambert, 
the amount of ight measured in footcandles 
times the reflection factor of the opaque 
diffuse surface being illuminated. For ex- 
ample, if 50 footcandles of light were strik- 
ing a piece of flat white paper of 80 per 
cent reflection factor, 40 footlamberts of 
brightness would be evident to the eye. If 
this same 50 footcandles of light were strik- 
ing a piece of dark blue cloth of 5 per cent 
reflection factor, the eye would see only 
2\4 footlamberts or 1/15th the amount of 
| rightness ot the other. Therefore, the foot- 
candle is only one part of a far more 
important two-part formula. 

You are all familiar with the footcandle; 
you have been sold lamps and reflectors for 
years with the number of footcandles that 
they would produce as the important criter- 
ion. This is the old quantitative approach, 
which was excusable when we were striving 
to perfect methods of superior artificial -il- 
lumination and to develop commercially our 
sources of electrical energy, but today we 
have some excellent tools and the demand 
for energy has in most places more tham 
caught up with the supply, so that we can 
now concentrate on a sorely neglected qualt- 
ty¥. 

Before discussing the second part of the 
brightness formula, that is, the surface char- 
acteristics of the materials from which our 
three-dimensional merchandise forms are 
made (your display), we should discuss 
some economic factors that are important, 
as we have indicated. 

Brightness is largely relative according 
to the adaptation of the eye and the bright- 
ness ratios; that is, the ratio of the greatest 
brightness to the lowest can be more im- 

[Continued on page 70] 
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HERE is a certain knack in handling 


the motley assortment of minute articles 
merchandiss vhich trom time to 

time it 1s necessary to display in order to 
reate from them an appealing effect \t 
mes that knack would seem to border on 
nagic, and yet it is all very simple \ 
flair for the artistic 1s a prerequisite Th 


ob calls for an understanding of the basi 
principles of art, and their application, 
long with a certain feeling for the “littl 
things.” The result of a good arrangement 
f small items is an attractive display where 
the small merchandise makes an interesting 
pattern against a more or less neutral back 
ground, thus playing up the articles them 
t of an overcrowded and 
1 


p wrly arranged set is liable to lead to con 


selves Phe resu 


ison and a cluttered appearance, turning 
the display inso a jumble of objects In 
he display of small merchandise — there 
needs to be a rigid adherence to the factors 
rf mn, Composition, color arrange 


eFood de S12 


nent, and values 


Reed Schlademan, display director for 





DISPLAY WORLD 








AUGUST, 1947 


The Fair Store, Chicago, and who is doing 
such an excellent job of treating such items 
for display, says that in working out dis 
plays of small merchandise, he bears in 
mind a statement often repeated by one ot 
his early instructors to the effect that “it 
s better to be awfully simple instead ot 
simply awful.” 

Schlademan says that a great deal of the 
credit for the clever window settings dis 
playing small merchandise at The Fair be- 
longs to his staff of display artists, several 
of whom are specialists in designing that 
particular type of display. 

An excellent example of the type of thing 
being done with small merchandise items 


ca chia aiat 


2 2ett 


* 


at this store is illustrated through a display 
of buttons which was used recently in one 
of the Adams street windows. The but- 
tons —and they were selected with atten- 
tion to the attractiveness of the button 
itself in shape, design, and color — were 
mounted in groups on a series of unusually 
shaped forms in cleverly arranged patterns, 
making a design upon each separate form, 
and then the forms were grouped for inter- 
est. The overall picture was that of a 
beautifully composed unit, rather than a 
series of small segments. Another important 
factor in this display was the use of dull 
fabric coverings on the background forms, 
thus tending to make the shiny buttons 
stand out in contrast. For detail the but- 
tons were arranged with an eye to varia- 
tion in color values and tones, much as 


—Kitchen gadgets are displayed harmoniously 
on the open pages of a giant cook book... 
Center, buttons are mounted in sets on un- 
usually shaped backgrounds which are then 
crouped for interest value. . . . A limited 
amount of merchandise was disolaved in this 
window featuring colored inks— 
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artist might work the different colors 


a 

i! his composition. Further patterns of 
forms and button arrangements were used 
on the floor, and the window card was 


worked right into the design pattern. This 
Button! Button!” in bold letters. 


card read 


second window of small sized mer- 


chandise was arranged to feature = sun- 
olasses. Here a series of lattice type frames 
in a bright shade of green were placed in 
a studiedly careless fashion, which worked 
into a zigzag design through the center 
p of the window area, with a large three 
panel section standing upright off center as 

ding screen. A = similar section was 
hung above it and to one side, while two 





«destal-shaped sections were suspended at 
varving angles on a level between the two 
screens, tying the design together as_ pic- 
tured here. Others arranged on the win- 
dow floor brought the design on down to 
the floor level. A yellow ribbon was laced 
rough the rungs of the lattice-like frames 
turther to tie the design together. The 
sunglasses were then arranged as though 
caught in the lattice, and pastel jewelry 
worked in to complete an interesting 
pattern. The result was a_ featuring of 
nglasses and the pastel jewelry in a 
t unusual manner. 

\nother interesting window using small 
Ss was arranged to. feature kitchen 
galgets forming illustrations for items 
listed on what appeared to be opened cook- 
books standing in the window. These books 
greatly oversize so that the two to 


Antique glass was shown naturally in a 
ral auction setting. . . . Center, sunglasses 
ere given additional powers of attraction by 
being shown in and on lattices finished in a 
right shade of green. . . . The final illustra- 
tion is of a dramatic display for cosmetics— 
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ESTELLA DE LANOI 


gether used most of the window height and 
width. Other utensils and gadgets were 
grouped about the window floor. 

One window was set up to feature repro- 
ductions of antique milk glass, using a 
great number of individual pieces of the 
elass in an auction setting. Two factors 
in this arrangement made it an interesting 
display rather than a clutter of individual 
objects. One was using a rustic auction 
atmosphere, for by its very nature an auc- 
tion has a jumble of unrelated articles, but 
in this display the rustic auction feeling 
was achieved with no confusion or loss of 
emphasis on the featured merchandise. This 
emphasis was obtained through the won- 
dertul manipulation of color values. In 
other words, this display was cleverly 
worked out so that everything which was a 
part of the window furnishings —that is 
all props or accessory items, any article 
not for sale was used in dark tones, 
while every piece of the sales merchandise 
was used in the white. That way the mer- 

[Continued on page 1co] 
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which attracted a great deal of comment 

It's Hollywood Bowl time in Los Angeles 
again. The world-renowned “Symphonics 
Under The Stars” usually inspire a numb 
of local displaymen to use the Bowl as a 
theme for a series of windows. One of 
the best we've seen this year is Disp! 
Director Anthony Golff’s “Fashion Und 
The Stars” series for Milliron’s, as seen 
on the opposite page. At the back of t 
window was a huge cutout of the Holly- 
wood Bowl against a deep blue backgrou 
The Bowl was done in gradations of gr: 
and yellow to produce the effect of lighting 
Immediately in front of the Bowl were sil- 
houette cutouts of the trees surrounding tl 
bowl and of the orchestra. These silhou- 
ettes were black, spattered with blue. The 
display card, which read “Fashion Under 
The Stars,” was treated as the conductor's 
score sheet. In the foreground, directly in 
front of the card, was a giant pair of papier 
mache hands, representing the hands _ of 
the conductor directing the symphony. The 
merchandise, the new length fashions, was 
black with the new fall features prominently 


- 


Or 
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Los Angeles Reporting 


a OUTH of the Border, Down Panama 
Way’ was the title of Roger Pick- 
ett’s interesting Panama hat display 

at Rathbun’s in North Hollywood. The 

background was seamless paper on which 
was drybrushed a conception of the map 
although the odds would be 
against any Panamanian recognizing the 
drawing as the map of his native land. 

Little scenes, indicative of the life in 

Panama, were a part of the map, and in 

one of the windows a smiling bright yellow- 


of Panama 


By JOHN L. COONEY 


orange sun wore a jaunty Panama hat. In 
the foreground was the cutout figure of a 
native on his way to market with a stack 
of Panama hats precariously balanced on 
his head. Bamboo poles, palm leaves and 
tropical plants were also used in the win- 
dow, as pictured. Panama hats were hung 
on the ends of some of the bamboo poles. 
\t one side of each window was a 3-foot 
wicker basket filled with hats and holding 
three bamboo poles on which hats were 


perched. All in all, a fine series and one 








displayed by the positions of the manne- 
quins. 

Display Director William Blackburn in- 
sisted on hanging almost all of his manne- 
quins upside down in his recent “Under- 
water Series” —a promotion of the Rose 
Marie Reid gold metallic cloth bathing 
suits. As a result, or so the report goes, 
he had staid Wilshire boulevard window 
shoppers practically standing on _ their 
heads in front of Bullock’s-Wilshire. Long 
strands of seaweed, kelp and other sea 
plants were twined about the suspended 
mannequins. Each mannequin wore a spe- 
cially designed wig to further the illusion 
that she was actually floating in the water. 
Twisted branches of coral and giant oyster 
shells were used in each window, as well 
as crabs and lobsters crawling over the 
porous rocks at the bottom of the window. 

Everything in the windows was _ sprayed 
with clear shellac to give a shiny, “wet” 
surface. The swim suits, incidentally, were 
disarranged on the mannequins just enough 
to give the feeling of action. One window 
featured the wrecked prow of an old _ bar- 
nacle-encrusted ship with an ancient figure- 
head. Another held an antique sea chest 
spilling jewels and gold coins. This series 
was even more effective because of the 
mild heat wave under which Angelenos 
sweltered for days. 

At The May Company, Display Director 
Stanley Thompson did a simple but very 


effective accessory window. <A_ black tree 
stump, suspended from the ceiling, held 
black accessories, as pictured. Both the 


floor and the background were lavender. 
Tiny white electric lights at various points 


—Above, by Stuart Raymond, The Broadway. 
. . « Left, by Roger Pickett, Rathbun's, North 
Hollywood— 
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—Right, by William Blackburn, Bulloc’'s-W I- 

shire. . . . Center, by Anthony Golff, Mill- 

iron's. . . . Below, bv Stanley Thompson, The 
May Company— 


the display not only gave additional 
ht to the accessories, but added a 
parkle’ to the display. There was no 
splay card in the window itself. As a 
itter of fact, except for the stump, there 
is nothing in the window. <A reader 
Dark Brilliance . . . Accessories... Street 
vor’) was painted in black on the glass 
one corner of the window. A natural 
id frame, flush with the inside of the 
ndow, gave a shadow-box effect. 
Display Director Stuart Raymond did a 
tie-up with Life magazine, a_ store-wide 
promotion of merchandise advertised regu- 
larly in Life, under the title “Life Lines At 
Phe Broadway.” One window in this series 
featured a big scroll of white seamless 
paper in the background. At the top of 
this scroll, in red, was the title of the entire 
promotion. The word “Life” of course was 
in white on a red rectangular background 
just as it appears on the magazine cover. 
The names of the various products adver- 
tised in Life and carried by The Broadway 
were written on the scroll in black. These 
names appeared in the same type of letter- 
ing as each particular company uses in its 
advertising and in its trademark. On each 
side of the scroll were large, oversize re- 
productions of Life magazine covers, bor- 
dered in rope; the free ends of the rope 
were carried up to the scroll. 

\nother of the same series by Raymond 
was a window featuring Van Raalte nylon 
jersey lingerie. A sheet of seamless paper 
was used as a background. On this was 
drybrushed, in color, a reproduction of the 
Van Raalte ad in Life. Two mannequins 
and two forms were used to display the 
merchandise in the advertisement. In the 
foreground was an open copy of Life and 
the display card carrying the title of the 
series. 

The circus came to North Hollywood 
during the past month and furnished Roger 
Pickett with enough inspiration for an en- 
tire series of windows. As a matter of fact, 

was quite honest about the whole thing 
and titled the series “Circus Inspired.” 
Each window showed a different scene from 

circus or carnival. In two adjoining 
windows, large white papier mache merry- 
go-round horses, with brightly colored 
trappings, served as the center of attraction 
The horse was mounted on a round wooden 
plattorm with brightly colored striped sides. 
From the ceiling were hung paper balloons 
brightly colored twisted metal strips. 
fan in the top of the window kept the 
tal strips and paper balloons in constant 
tion. 
Stuart Raymond did an interesting pro- 
tion of “Rhythm” shoes at The Broad- 
under the title “We've Got Rhythm.” 
familiar three musical notes used in 
vthm Step” advertising (one note for 
cushioning, one for the arch, and the 
turd for the toe) were reproduced at 
lous parts of the display with actual 
Shoes being displayed on tiny shelves pro- 
ting from the body of the note symbol 
the background, a natural wooden frame 
[Continued on page 1123] 
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ILLIAM HAHN & CO. services its 

seven outlet shoe stores in Wash- 

ington and Baltimore 

central display department located in the 

new and modern Hahn 
Kansas avenue in Northwest Washington. 

Here William P. Wyatt, display manager, 

keeps a weather eye on efficient production. 


His department, to function smoothly, has 
had to be simply but carefully organized: 


and to get the most out ot a seven-was 


through a 


warehouse  1n 


budget, short-cuts and good management o! 
the details of production are just part of 
each day's work. “I suppose there isn't a 
displayman in the country,’ he says, “but 
has two or three pet ideas things he 
has thought up to save time or money. 


Not trade secrets. Just little things that 


help along production. If we would all 
pool our individual ‘inventions,’ maybe 
life would be less hectic. No one of us 
can think of everything. In a fair swap, 


everybody comes out ahead. And whatever 
is saved in time or costs could mean just 
so much more to spend for props that can't 


| 


be made economically in the department.” 


fo launch the idea of such an exchange 


Prac 


between display managers, Wyatt described 
the following time- and money-savers which 
are proving practical in his own department 

First, worthy of attention, is the display 
department layout in the Hahn warehouse 
On the second floor, it has four sides in 
clear glass windows, a composition floor 
and a center island of racks and _ shelves. 
Down the right hand side of the room ars 
carpenter and work tables, all with direct 
window light; on the left are the art rooms 

also with the same advantage of steady, 
| 


good outside light There’s a pick-up and 


delivery office where displays are assembled 


betore going out to the various Hahn stores 
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\ll display paneling and floor coverings 
are made up in two sets, so that the basic 
work of the department can go on without 
interruption. When one set of panels is 
delivered to a store, the second set is 
brought back, and is reentered in the work 
Although panels may vary in width, 
the heights are all kept the same, making 
for uniformity of display in all seven stores 


room. 


in any given week, and simplifying the 
display manufacturing problems. 

Each of the seven stores has its special 
identifying color so far as the master dis- 
play department is concerned. All labels 
and tickets for one store are pink, for an- 
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other green, for another lavender, for an- 
other vellow, and so forth. In the check- 
ing room, the row of sectionalized receiving 
and marking tables are labeled and painted 
in the colors used for the different stores 
Color catches the eye better than the plain 
black and white printed store names would, 
and saves time in drawing together the 
slips and records for each store. 

Next a word about the display shop's 
equipment. Here are carpenters’ tables built 
4 by 8 feet in size, to match the sheet size 
of the compo boards, thus making handling 
and work easier than at mis-matched tables. 
Each table has a tool bin at one end doing 
double duty, keeping the tools always right 
at hand, and saving time in this way—a 
sweep of the arm pushes all not-needed 
tools off of the surface board and_ helps 
keep down the waste motion of the worker. 
If a workman wants the tools, they are there 
in the box; 1f he is through working with 
tools on the table, he just pushes them over 
the end-edge into their proper place. 

Midway under these tables are rolls of 
rope with the free end carried along undet 
the table and brought up over a_ cutting 
edge. When the worker has wrapped up 
the display unit, he pulls the rope, cuts 
off the length of rope wanted and ties up 
the bundle 
room. 


ready to go to the shipping 
And in Wyatt's department one does 
not have to hunt for the wrapping paper 
either. There it is mounted on a roll undet 
the other end of the table. A workman can 
unroll it, draw the sheet back over the table 
to the desired length for the display unit 
to be wrapped ... and there you are. 
There’s a sheet of lead under the top 
“Cut-Awl” table, 
easier cutting without dulling the edges ot 


cover of the making fot 


the cutting tools. 


There is a roll-awayv cart which carrie 
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ws, bolts, nuts, and small nails 


'b location to another. 


Irom 


In constant use is a circular electric drill 
a small hand saw, also electric, which 

can go with the worker from one place to 
small 
ut job quickly and ‘on the spot.” 


inother and do any emergency cut- 
The displayman who can hunt around in 
is town, or send someone of his staff out 

leok around, will find that the local 
mmunity has any number of factories and 


supply houses glad to cooperate in helping 
to solve his display problems. Mechanical 
isplays, which very few departments are 


equipped to make, are possible with such 
cooperation. Either the work can be done 
the local shop, or needed gear boxes, 


ns, and other parts will be supplied to 
department and the assembling 


me in the display workshop. 


the display 


supply and_ plaster 


most 


building 
iding concerns in 
ording to Wyatt. If the display manager 
kes up the model, such companies will 
from there, making the mold, 

supplying 10 to 50 or more units which 
re painted and gilded 
partment. There are no packing and ship- 
charges, and at small cost the display 
ger can have original holders, flower- 


There are 
] communities, 


along 


in the display de- 


Dine 


rated displayers for showing fabrics, 
ackground plaques in variety. 


\\ lboard 


nt 


great 
make up into excel- 
Gutter 


squares 
floor coverings. spouting and 
rain pipes plus proper paint and arrange- 
nt There's 
derful paper-thin copper sheet metal 
vorks up into flowers, 


The No. 10 


covered electric wiring makes satis- 


make excellent fluted columns. 


handsomely 


or autumn leaves 


stems; and also will support up to 


uunds weight when used to hang 





indise “from above.” 





The Display Budget 


waffle packing 


pack 


Ordinary paper 
(used to find. 
It takes color smoothly, has a substantial 
texture, can be used for direct sketching, 
and costs 5 cents a yard, where an oilcloth 
and such used at a 
much higher figure. Use of this paper, it 


weave 
glassware) is a real 


materials have been 


is estimated, saves Hahn's at least $1,000 
a year. 
Where elaborate panels of lettering on 


glass are wanted, the trick is to dust the 
with talcum powder which takes up 
surface then the 
lettering paint goes on smoothly and sticks 
without running. 


glass 


grease and moisture; 
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For color reflections, a glass floor in the 


windows is practical. The regular flooring 


is cut out, lighting units sunk below the 
floor level, and frosted glass flooring in- 
serted. These glass floors, color lighted, 


are most satisfactory in modern-style win- 
dows. 
Waves, or 
made quickly and efficiently by means of a 
cut-out guide — stick. Flat on one side, 
undulated on the other, this is laid against 
the background and the paint 
along the Exactly 


wavy-lines in designs, are 


brush run 
parallel 
waves are possible by this gadget, and one 


“wavy” side. 
another 
where two- or three-color waves are wanted, 
as pictured. 


color can be laid alongside oft 


Last but not least are the three-dimen- 
sional metal flowers which any display shop 
can make for itself. Equipment is simply 
a hammer with a concave bell-shaped hit- 
ting side, and half of a wooden ball mounted 
in a fitted box as a base mould. 
the ball is put crinkled wet 
topped with a wooden 
Over this 1s 
slightly 


\round 
tissue paper 


disk. 


which is 


center-mould 
poured hot 
cooled, then beaten with the 


lead, 
ham 


By 
M. O. WAUGH 


mer to the desired thickness of the petals. 


Cut-out metal leaves and wire stems are 
attached with a drop of solder and the 
finished flower spray is ready for tinting 

Display Manager William Wyatt has 


these ideas for the general good. 
He believes that help shortages during the 


war made 


offered 


cutting corners a necessity in 
almost every display department, and there 
may be today quite a backlog of interesting 
discoveries and inventions which would be 
of interest to the DISPLAY 


WORLD will be happy to serve as a clear- 


profession 


ing house for the pooling of ideas of gen- 
eral interest and value. 










































KED SCHLADEMAN, display directo 


shavings made 


of the mannequins were standing, while 
others rowed a small boat just beyond the 


who stood holding a papier mache fish 
papier mache 


beige shade 


for this promotion to 
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By CLARA BALDWIN 


Schlademan arranged the = setting so 
interior of a room would be to the 
ground to create the feeling on the part of 
the 
room, looking out-of-doors toward the back 
the window. In the next setting, how- 
the situation would be reversed, 


passer-by of being actually in 


passer-by would seem to be outside 
looking into the house. The houses 
rooms simulated in these windows were all 
inspired by the Raymond Loewy home at 
Springs, and were constructed t 
cypress. In the illustrated window 
house was set up as the background, 
the 


the out-of-door scene next to 


The tree and rocks were made 


background were of theatrical gauze in 


Chicago Display Scene 


the 


lore- 


and 


Draperies for the house in 
Schlademan used amber 


—The displays above are by Reed Schlade- 
The Fair Store, while those below are 


by J. W. Campbell, Carson Pirie Scott & Co.— 


casual clothes for men. 
illustrated above. 

display 
Pirie Scott & Co., 


The 


Ce yral-ce Tc red 
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light over these settings to produce a sunny 


said, “California 


Same _ store. 
Schlademan created an outdoors scene with 
foliage, 


and green 


inspired a background setting 


Here 


living to emphasize 


The display is also 


the series 


he used an 
formals 
selves were in white, one a white pique with 
a white crepe 
fixtures 
a combination of 


cummerbund. The 


director 
went modernistic 
of State street 
summer apparel. 


for 


win- 


As 
which 
electric 
them- 


a 


with 


free 


in monochromatic 


tones from white to grays, with touches of 
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the coral shade of the cummerbund _ re- 
peated into the background. The copy card 
for this window was a large sheet of trans- 
parent plastic material, itself making a part 
of the pattern. The 
“White excitement to see and be seen in 
Bl tear-out of 


free form copy read, 


The floor covering was a white 


parchment. 
\ second window 
ured daytime 

in white, 


in this same series fea- 


fashions, as pictured, these 
but with 
or buttons in gold. 
the free 
re painted to blend 
ral into the red-oranges 


such as 
this par- 
mobiles 


touches 
For 

and 
white through 
The floor treat- 
continuation of 


lial set rorms 


from 
nt here was a free form 
but 


plished through the use of painted rope with 


ttern, with texture; this was accom- 


plique. 


window at Carson's 


the 


Still 


another exciting 


designed to portray betting win 
background 
This effect 


through the use of fabric 


at the race track as a 


spectator sports apparel 


carried out 


+ > ] . . 
ige and jis. shown here In a row 


the windows and _ the 


chartreuse and 
striped sail-cloth walls, | 


wood grainet 
arranged in criss-cross 
metallic 
foreground of the set 


made of 


ps were pattern 
The 
were flat 
the flat 


ounted by horseshoes. 
es in the 


erass matting, while 
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pots from which they grew were covered 
with a repeat of the striped sail-cloth. <A 
large good-luck horseshoe to one side, sup- 
ported by a small jockey, made of 
flowered chintz. Against this back- 
ground, Campbell used smart attire in sum- 


was 
racing 


mer combinations on his mannequins: white 
gold stripes in and 
white, and a brown linen jacket over white. 

Several 


with touches, brown 


arranged to feature 
both for and 
recently at Montgomery 
John T. 
windows 


displays 
and suits, 
installed 
where 

The 


attire for 


coats men women, 
were 


Ward, 


director. 


Chord is. display 


also suggested the 


proper travel. Using ruscus and 


rhododendron decorative 


lighted in 


shrubs to 
the 
Realistic papier 
made an 


create a 


atmosphere, displays were 


white. mache dogs in each 


setting unusual note of interest. 


crushed used to cover the 
the 


tailored 


Gray stone was 


bases of mannequins, who wore the 


coats and suits being fea- 


the displays, 
lent a 


smartly 


tured. In two of traveling 


cases used as props clever touch of 


—Upper left, by Reed Schlademan . . . Upper 

right, by John T. Chord, Montgomery Ward 

& Co. . . . Lower left, by Marjorie Smith, 

Edgar A. Stevens Company, Evanston. . . . 

Lower right, by Ray Bianchi, Goldblatt 
Brothers— 


One of the series is illustrated. 

Marjorie Smith, out at Edgar A. 
in Evanston, set up some fascinating travel 
displays. The luggage used as props was 
made of transparent plastic, so the passer- 
by might see what equip- 
ment milady in the display was planning to 
with The 
banner the 
read 
The 


ensembles for 


suggestion. 


Stevens 


exactly sort of 


her travels. 
the center of 
back 


Headquarters.” 


her on 
through 
mounted on the 
“This is Holiday 


take along 
caption 
display, wall, 


mannequins wore perfect 


traveling, and the accessory merchandise 
displayed was selected with an eye to vaca- 
tions, either for the trip itself, or for use 
after arrival. Travel posters were planned 
to lure one off to distant 


were arranged as background detail 


some spot and 


\ window featuring beverage 
Goldblatt State 
quite in keeping with the 
tl 
display manager for the 
Goldblatt 
coloring as a foil for the summer colors in 


sets at 


Brothers’ street store was 


casual setting of 


le summer scene and season. Ray Bianchi, 


entire chain of 


stores, used a dark green wall 


glassware, for the beverage sets displayed 


were selected in vivid greens, oranges, and 


vellows, with touches of brown. The props 


for this display consisted of wooden frames 


and unfinished furniture painted white to 


{Continued on page 115] 
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by Louis Gehring 


Display Designer and Consultant 
New York 


Arrangement: This window consists of one definite 
unit accompanied by two mannequins. 


Properties: A note of witchery is struck in this first 
fall showing of cocktail or evening dresses. A 
massive tree appears to extend its leafless branches 
in eerie tashion. Large, lighted pumpkins are 
trom the branches and shine on the manne- 
elow. A single pumpkin is placed on the 

r. Copy card is displayed at right. 


r 
i 





MOP, Pm, 








Arrangement: Farewell to Summer’ might be the = 


caption to this display consisting of various ele- 





ments forming a single unit. - 


Properties: Mannequin in first fall traveling attire 
is placed in an end-of-summer setting shown by the 





overturned porch chair, oil lamp and first falling 
leaf. Copy card is shown in left foreground. 








Arrangement: |n this display four mannequins com 






bine to form a single unit framed by rear scenic 









panel. 






Properties: | Where clothes become a family affair 





is the caption describing this display idea. Mother, 







tather, son and daughter find all their needs at the 






one store. Laden with packages they are grouped 





in front of a skyscraper panel with traffic light 






placed in tront as a separate unit. Copy card is 






aisplayed at right. 
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“COMING UP 





47 


Arrangement: A unit within a unit is the arrange- 
i ment noted in this display idea on men’s sport 
shirts. 


Properties: An oversized album which covers the 

entire background of the window reveals a series 

; of sports activities in which the shirt featured plays 

: a major part. Shirt is displayed on form in full 

ste view. Copy card should point out special features 
_ of shirt. 





Arrangement: Two units are noted in this special 





travel display. Arrangement is pleasing and eye- 






appealing. 









Properties: A travel poster creates the theme for 





this display which ties up luggage with rain 






apparel. In front of the poster is arranged a 






group of various sized luggage. To the left a 





raincoat is shown on form with hat and umbrella 








on floor of the display. 






Arrangement: This display is made up of three 







units enclosed by panels. 


Properties: With the accent on Autumn, this com- 






plete outfit takes in all the details of fine tailoring. 






This type of display is a good contrast to the 









busier windows of summer merchandise. A fall 
atmosphere is created by cattails and tinted 
leaves. Copy card takes prominent position in the 
display. 

















easonal Ideas 


Krom nine different stores come the ten display themes pictured on 
these two pages, replete with ideas for the season just ahead. 

First is a display by Charles A. Merrill, Godchaux’s, New Orleans, 
with typical Crescent City props — dangling Spanish moss, a wrought 
iron balcony, and a figure garbed in a Mardi Gras costume. Com- 
panion windows in the series used enormous papier mache masques 
for decoration. 

\ large papier mache duck, made in the store’s display depart- 
ment, was used by Russell Kehrt, Jenny's, Cincinnati, to support a 


mannequin in the next display. Six decoy ducks floated in the pool 


below with the aid of a mechanical arrangement; each bore a 15- 
inch dowel in its back to support a featured hat. The sound of 
quacking ducks was piped to the sidewalk from a record especially 
made for the display. 

\t the left center is a window by Fred Wassall, Walker's, Wichita, 
in which a New York City street scene — Fifth avenue at 50th street, 
to be exact — formed the background. The buildings at the left of the 
display were cut from wallboard to give added depth to the display 

Fall fashions were shown by Donald Kester, Rothschild’s, Kansas 
City, in a rather rustic atmosphere as pictured at the lower left. An 
old cupboard, a churn, chairs and a kitchen table were the principal 
properties. 

\t the lower right on the same page is a display by Herbert 
Petsch for Hughes & Hatcher, Detroit. \utumn sportswear was 
shown among clusters of fallen leaves, pumpkins, a vase of cattails, 
and a rough wheelbarrow loaded with leaves and a squash. 

“Electric Blue” was the color of the merchandise shown in the 
display at the upper leit, by Art Johnson, T. W. Mather Company, 
Pasadena, and to carry out the idea of electricity he used broken 
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For The Autumn 


sections of telegraph poles mounted in spun glass. Wires converged 
from the poles to the hand of the central mannequin. The back- 
ground was seamless display paper in an appropriate shade of blue, 
with one of the poles protruding from the center. 
The Vogue theme was used by John R. Sims, Harzfeld’s, Kansas 
as the basis for a combination footwear and apparel display 
pictured. A shiny black floor was strewn with red wood chips 
hite seamless paper formed the background, while the cut-out 
sections behind the small grape arbor were done in burnt salmon and 
violet to match the shade of the grapes. A blowup of the Vogue 
over was at the left. 
\t the right center of the same page is a display by Harry 


Jensen, The Broadway-Pasadena, in that well-known California city 
He, too, used Vogue as the authority backing up the merchandise 
displayed. The fall motif was furnished by two pheasants in the 
ht background and a third in painted form in the ornate picture 
ne at the left of the window. 
the window at the lower left, Reed Schlademan, The Fair 
Chicago, took a couple of two-dimensional fall scenes framed 


in rough poles and converted them into a three-dimensional back- 
ground by appliqueing autumn foliage, sunflower heads, ears of corn 
and corn husks directly on the panels. The jagged-edge showcard 
read: “From Rural Lane to City Suburbs .. . there’s a place in 
vour life for Country-Life Fashions.” 

The final display is another window by Art Johnson, T. W. 
Mather & Co., Pasadena, who appreciates the possibilities of dramatic 

ting. Seamless paper covered the background. The mannequins 

re spotlighted in white light, but colored lighting picked out the 
howcards. 












Exoticism ius 






KETTERING can be made to 


nen, women or children, to debutantes 


eWwlves to most any group 


ct to buy the partciular article 


Lettering can be courteous or 
iling or repelling; commanding 


minine or manly. It’s all within 


he mind and action of the prospective buvet 


vithout his or her knowlec 


Qe 
“IT thinl ll go im this place,” 
thritt fashion-minded housewtte 
She hardly realize Ss that she 
m, as the action of het 
ipelling  torce ire working 
i aneousl\ Just what influences 
snap decision in such a case 


but these truths we hold to be selt 


\ customer will choose a certain 
\ ti hop ovel nother handling 
ne type t% merchandise, generally 
e rea ‘ 
1. She has “heard” of the establishment 
through advertising or othe 





ame there purposely to buy 







earance of the store tront 






Practicality 


—Here are ten ways to letter the same showcard ... and here, also, 
are ten aids toward the creation of certain moods brought about by 
the different types of lettering. According to McMahon, the "best" 


Creating Mood In The Showcar 


charwomen., to bankers, 


bespeak the intrinsic 


product or service It can 


osed of too many factors to be listed 


>? She is influenced bv the general 
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Modernism - 


Brut lity, 


By STEPHEN X. MCMAHON 
Illustrations For Advertising, Chicago 


3. The display and the showceards in the 
window entice her to enter. 

The importance of item No. 3, I believe, 

has been greatly underestimated by the 


purveyors of newsprint and display proper- 


ties. I sincerely believe that the showcard 
artist plays a big part in influencing the 
customer to buy. He 1s the forgotten man 
of the display business. His job can and 


should be a definite part of the “mood” 

established in the customer's mind by the 

display 

Choosing an alphabet to do each job cor 
rectly is no small task and yet it is sur 
prisinely simple 1f one can learn to think 
logically about his problem. 

We must learn a new approach to lettet 
ing. We must train ourselves: 

1. To think not of “how clean” or “how 
snappy’ our lettering looks but rather 
“does it really say what I want to 
say?” and “does it say it in the right 
tone Of Voice 

> To judge a showcard solely by the 
questions: “Wall it sell goods? Will 
it really tell the people what the man 
agement of the store wants to. tell 
them? Will it bespeak the inherent 
quality of the product for sale? Will 
it reflect the character of the store? 


Will it appeal to the certain class of 


people who are in a position to buy 





Propriety 
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cjoviality- | 


type depends on the class of customer to be influenced and on which 
style of lettering will best show the inherent quality of the particular 
kind of merchandise being displayed— 





— Stephen X. McMahon — 


the article we are speaking of on our 
showcard 2” 

In other words, if we would progress, we 
must learn to think of lettering as a means 
to a mood rather than an alphabet. Create 
the proper mood in the shopper's mind and 
we have a customer Let us concentrate 
then on making the shopper say “I. think 
I'll go in here to do my shopping.” 
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Display Is 
ore Planning 


By ALBERT BLISS 
Bliss Display Corporation, New York City 


The visual merchandise man . . . is constantly observing what will stop 
more traffic and he is asking the store planner to provide more and 
better places to put into practice his traffic-stopping knowledge. 
. . « Once the store planner realizes that display is visual merchan- 
dising and not exclusively scenic art, it is conceivable that truly modern 
stores will be planned and built around critical points of display. 


HE idea of display and store planning 
yperating as separate divisions is not 
a new one, but I hope to interest you 


in a more modern idea which claims: 


Display is store planning and store plan 
ning is display 
We have been led to believe that store 


planners must create an efficient warehouse 
When the plant 


over to the 


and decorative showroom. 
is finished, it is to be 


department, which in 


turned 
turn is sup 
what we call a display job 
from there on in. The interior displayman 
is supposed to do his job on and in spaces 


display 


posed to do 


which are not designed to house merchan 


dise; so we find him building things to be 
put on rear ledges and columns, on empty) 
walls over elevators, in rear wall niches 


far above store eye-level, and in any other 
vacuum in which the store planner has not 


ut something 


p 

As a result of this unilateral structure, 
the displayman fills these left-over spaces 
with decorative props and is credited with 


doing a fine atmosphere job, but since thes¢ 
out of the plane otf easy 
track for 
given the 


spaces aft vision 
and too far off the 
merchandise, he is not 
to do a real merchandising job. 


a broad picture of how 


beaten him 
to show 
opportunity 

So much for store 


planning and display operate as separate 
divisions 

I know ot 
attention 


function as one, than to give you a 


no quicker way to bring to 


your how store planning and 


display 


how one of. the world’s 


case history ot 

largest department stores, and a giant chain 
doing a volume of well over one billion 
dollars, worked it out. 


Both the chain and the department store 
recently threw both departments into one, 
operating as a visual merchandising divi 


*Address at the Store Modernization Show, New 


York City, July 8 


sion. This new division is responsible for 
“everything store traffic sees or should see.” 

The first job of this new 
articulate an overall store philosophy which 
says that “the retailer must sell more goods 
people faster, at the same time 
reducing selling costs, so that selling prices 
be reduced without destroying profits.” 
By reducing selling costs, it is not pro- 


division is to 


to more 
may 


posed to lower wages, but to make it pos- 
sible for more traffic to buy faster and to 
show greater assortments in less physical 
space, 

We know that if the retailer expects to 
do more business at a profit, he must, first, 
get more traffic ; 
and last, sell more store traffic. 


store second, more 


stop 
store traffic; 


And he must take all three steps faster 
and at lower costs. 

The job of getting more traffic we leave 
to newspaper and radio advertising and 
direct mail. 

The job of selling more traffic we leave 


to the sales clerks. 

With these two retail functions out of the 
way, We arrive at the function of stopping 
traffic. Up to stopping 
traffic has been at best hit and miss. Rules 


now, the job of 


and directions have been based on argument 
and not observation. 

effort to this 
eternal argument with observation, we have 
a new technique for ob- 


Recently, in an replace 


experimented with 


serving and recording the ocular behavior 
of store traffic as it shops visually. In 
brief, the object of this observation is to 


determine 
1. What stops the moving 
traffic most quickly. 


eye of most 


2. Where more traffic can see most easily 
and quickly. 


Our very first observation is that traffic 
must ultimately see what it might buy, and 
we conclude that the speed with which 







AUGUST, 1947 


traffic might buy is in direct proportion to 
the speed with which it sees. Therefore, if 
we propose to sell more goods to more 
people faster, more people must see more 
goods faster. 

We also note what every ocular physicist 
knows, but too few store planners take into 
consideration—that the speed of sight de- 
pends directly upon the relation of the field 
of vision to the angle of sight. 

We also (and record) that the 
sight of more goods alone does not always 
necessarily result in more sales. 

However, we do note that whenever we 
show greater assortments of a type, we 
stop more people. 

We also note that when an item is sur- 
rounded by an atmosphere of so-called 
“sales appeal’ more people stop and more 
people buy. 

We note that when flat merchandise is 
put on a flat top, fewer people stop than 
when this flat merchandise is elevated at an 
angle of vision more at right angles to the 
best line of sight of moving traffic. 

We also note that when merchandise is 
shown in use, more people stop and appraise 
the goods, not amly faster, but on their own 
time and not on the time of sales clerks, 
By merchandise-in-use, we naturally mean 
dresses on dress forms, ties on shirts, gloves 
on hands, etc. In short, we refer to silent 
visual demonstrations of the use, quality and 
style of the merchandise. 

It is after discovering these and other 
tendencies of ocular behavior that we realize 
that the display and store planning opera- 
tions are inseparable. Under the present 
system of planning first—display later, we 
find that we can not show complete assort- 
ments in use, in the correct atmosphere and 
at a point where the greatest amount of 
traffic can see most quickly and easily and 
at the best angle of sight, because store 
planners have not provided placee for the 
displayman to do all this. 

For example, we find that the very best 
angle of visibility in a showcase is blacked 
out by the front top frame of the glass. 


observe 


We find that when the displayman wants 
to lift flat merchandise into a better angle 
of sight, he has to create additional jerry- 
built ramps do this. The store planner has 
given him a precious hardwood case floor 
and counter top, but nobody can see easily 
and quickly the merchandise placed there. 

We find that when a store buyer wishes 
to promote beach sandals for a short six- 
week period, he can sell more sandals if 
more people see more different kinds of 
sandals. Th obvious place for more people 


to see a greater assortment is out in the 
open, not in shoe boxes at the rear of a 
self-contained department. _So—when_ the 


displayman tries to put sandals where they 
belong, he has to improvise a contraption 
on which to show them. This expedient 
completely destroys the architectural beauty 
of the department that was so apparent on 
the day of the “grand opening.” Yet the 
displayman has to do this because everyone 
but the planner apparently realized that 
more goods, to be sold faster, must first be 
seen faster by more people. 

When management that 
merchandise, when shown in use, stops and 
sells more traffic, it tells the displayman to 

[Continued on page 103] 
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A hit of the N.A.D.1. Show in Chicago 
this past June. Display Directors fell 
in love with these Kids and remarked 
about their adaptability for all types 


of children’s promotions. 











OT 


Height 1812’ 











Hand moulded, lightweight Paper Mache—full 
round, hand painted, in red and white, or 
green and white. The most adorable, lovable 
Kids you ever saw. Wonderful props for your 
Christmas promotion and afterwards for your 


children’s department. 








AT 


Height 12” 
Length 13” 


ET 


Height 20” 


IT 


Height 10” 
Length 16” 


The Kandee Kane Kids consist of 5 kids and 
2 sleds, and are sold only in complete sets. $75 00 
Glass not included. 


The Kandee Kane Kids promotion was sculptured 
by Ernestine Stowell and are sold only directly by 
mail or by the authorized representatives of the 
Fren-Zee Store Equipment & Fixture Company of 
New Haven, Connecticut. Special color combinations 
may be had for a 10% extra charge. This promo- 
tion will be sold to only one store in a city. Send 
your orders in for October and November delivery. 


Sled - 9” long - 4” wide 
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STORE EQUIPMENT AND FIXTURE COMPANY 
MAIN OFFICES 223 ORANGE STREET, NEW HAVEN, CONN. 





DISPLAY 


...on and off the record 





—Most anything can 
happen at a Chicago 
Display Club picnic, as —Julius Stillman is stay- 
this photograph of Jack ing up late these nights 
Pollari indicates. For- and here he is shown 
merly in charge of dis- holding the cause of it 
play for Madigan's all — Hollace Francine 
Jack is now designer Stillman, who is all of 
for Schack's, Inc., of four months old. The 
the same city. At his happy father is head of 
left is a member of Stillman Art Displays, 
the Madigan's display New York City— 
staff— 


—A group of old-timers attending Dis- 
play Market Week look over a picture 
of delegates to the 1922 convention of 
the International Association of Display 
Men. Left to right, Frank Collins, The 
May Company, Cleveland; Nat Siegel, 
of the New York City firm of that name; 
Jim Berg, mid-West representative for 
Siegel; A. W. Malet, Luckey Platt & 
Co., Poughkeepsie, N. Y.; Charlie Wen- 
del, formerly display head for J. L. 
Hudson Company, Detroit, and now re- 
tired, and Dave Stromberg, Mutual Dis- 
play Manufacturing Company, Cleve- 
land— 





—The source and circum- 
stances of this photograph 
are unknown, but on the 
right we have Einar Larsen, 
display director for Gim- 
bel Brothers, Milwaukee. 
His companion is un- 


identified— 


—Two representatives from Wil- 
bur-Rogers, Inc., New York City, 
enjoy the hospitality of Eve 
Brueser Grimes at her recent 
penthouse party. Seated at the 
right is Eleanor Walker, sales 
promotion manager for the group 
of chain stores, and standing at 
the left is Emanuel Miller, dis- 
play director— 


—Retail salesmen for W. L. 
Stensgaard & Associates, Inc., 
Chicago, meet at the firm's head- 
quarters to discuss the new fall 
and Christmas line. W. L. Stens- 
gaard stands behind the desk, 
while F. Trenk, manager of the 
retail sales division, is seated at 
his left— 
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Most revolutionary display discovery of all time! 
A synthetic, man-made snow product, perfected 
after many years of technical research by one of 








America’s largest industrial firms. NOW exclusive 
with us. ARCTIC SNO looks — feels — is more like 
snow than snow itself! We invite comparison with 
the genuine article! TODAY—contact your nearest 
Maharam Branch or local jobber. You'll find 
ARCTIC SNO and SNO BLOCKS the most effective— 
the most dramatic synthetic snow items you've 
EVER used. Available in loose or bulk form and 
solid blocks for any desired snow effects. PRICES: 
Member Arctic Sno $2.50 per bushel 


GATIOUAL Association 
OF DISPLAT LnpesTalts 


“America’s Largest and Finest 
Display Headquarters " 


x 


30 WEST 46th ST., NEW YORK 19,N.Y. 


CHICAGO ST. LOUIS LOS ANGELES 
6 East Lake St. 927 Century Bldg. 1113 So. Los Angeles St. 














Here 


And 
There 


—Wallboard wings decorated with aquatic 
scenes were used by R. E. Reynolds, E. M. 
Kahn & Co., Dallas, for a bathing trunk dis- 
play. . . . Center, a display by Louis A. 
Banks, The White House, San Francisco, for 
the theme "Brown as a Berry.’ . . . Below, an 
action display to demonstrate a new coffee 
maker as shown at F. & R. Lazarus Company, 


Columbus, Ohio— 


REYNOLDS, display manager for 
E. M. Kahn & Co., Dallas, created 
* the interesting display for “Wikies” 
bathing trunks, using wave-edged wallboard 
sections as wings at each side of the win- 
dow; these had aquatic growths and fish 
painted on them, the latter in vivid colors 
to tie in with the brilliant material of 
the merchandise. The material of the suits 
is called “Gantron” and was used by the 
Signal Corps during the war because of its 
visibility; the suits themselves can be seen 
for a distance of two miles. A rope threaded 
with fishing floats tied the two wings in 
with the central unit 
\lmost drastically plain were the 12 win- 
dows used by Louis A. Banks to carry out 
the slogan of “This Summer’s Look is 
Brown as a Berry” for The White House, 
San Francisco. The only ornamentation was 
a sheet of brown seamless paper suspended 
the background with a stylized cluster 
of berries done in white in the lower right 
mand cornet \ group of accessories com 
pleted the window 
F.& R. Lazarus Company, Columbus, 
developed a crowd-stopping action 
vindow display to introduce the new Cory 
domestic automatic coffee brewer. Used 
during the recent introductory promotion 
staged in Columbus for two weeks, the dis- 
play was designed to focus attention on 
three brewers actually in operation in the 
vindow 
\ coffee-colored liquid was placed in each 
rewer and a timing device was set to 
gulate the units so that the three func- 
successivel \s passersby watched, 
liquid in first one brewer and then 
another would rise into the glass upper 


bow! and then return to the chrome serving 


BAN eey 
7 Wikies 











seemed actually to be making coffee. 


effective in presenting the most outstanding 
brewer—its completely 


automatic operation. The fact that th 
brewer requires no tending or watching 
was very forcefully demonstrated by thi 
actual operation of the new models in the 
display 
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Santa’s Workshop 








aE a 


This display is 84'' wide, 36" high and 4'' deep. It is printed in nine different colors on 100 point card stock. The entire 
background and moving parts are set in a wooden shadow box frame. It has EIGHT ANIMATED FIGURES. 
1. The Gnome (left hand corner) has double action of turning 4. Santa shakes with mirth. 
wheel and moving arm. 5. Jack in Box jumping in and out. 
2. The Gnome with packages has a teetering action as though to 6. Painter works on drum with up and down stroke. 
save packages from falling. 7. Gnome on horse rocks back and forth. 
3. The Gnome making sled has very realistic hammer action. 8. Tailor puts finishing touch to doll with natural sewing action. 


This 84" display is made in two parts and folds over to facilitate shipping. The package size will be 36" x 42" x 8". The 
cost of this display complete with motors attached is $75.00 F.O.B. our factory. 


Santa and Reindeer 


Santa by the Chimney 





maid - eee 





The Santa Reindeer is beautifully printed in nine colors. It is 33" x 48" x 4" 
and very sturdily constructed with a wooden shadow box frame. The front 
has a heavy piece of acetate printed to give the effect of a window with 


icicles. The Deer gallop and Santa waves his arm, while in the sky the stars head and waves his arm. The 
are twinkling making it a LIGHT AND ACTION DISPLAY. The cost of this cost of this display with motor 
display complete with motor is $35.00 F.O.B. our factory. attached is $20.00 F.O.B. Brooklyn. 


GREGORY MOTORS INC. snooxirn on. y. 


CANADIAN REPRESENTATIVE: Walter Dickinson & Co., Ltd., 184 Bay St., 


Santa by the chimney is 26" wide, 
41" high and is printed in seven 
different colors. Santa wags his 





Toronto, Ont., Canada. 
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Grom the Sheichtaoh 


EVENING GOWNS AND 
ACCESSORIES 


Center panel is of compo cov- 
ered in velvet, or any of the 
flocked papers which are so 
plentiful at last. 

Apply frames made of mold- 
ing or beveled board, also cover 
in matching or blending velvet. 
Here and there on frames apply 
sequins. Join frames together 
with a suggested ribbon made of 
compo and covered as above. 
This should give a monotone 
effect rather than that of con- 
trast. Make accessory grouping 
in center of frames by using 
millinery heads (cut to give 
masque or relief look) sprayed 
or flocked. Hands can be regu- 
lar glove hands or mannequin 
hands, sprayed. Add _ jewelry, 
gloves, etc. 

Backwalls painted darker shade 
of center panel. Pose one man- 
nequin on either side of center 
unit. Suspend stars (made in 
irregular designs and of thin wire 
dipped in color, flocked or flit- 
tered, the more irregular the 
better). Cover floor in mica or 
flocked paper. 








MEN'S DRESS 
ACCESSORIES 


Center panel constructed of 
plywood, height of valance open- 
ing. Give panel thickness by 
adding | by 4-inch stripping on 
edges. Cut out silhouette of 
man, slightly oversized. Cover 
entire panel in fabrics or give 
high gloss finish over natural 
wood. Place mannequin in rear 
of cut-out opening, flood with 
light so figure can be clearly 
seen through silhouette. 

Triangle accessory displayers 
used on either side of panel; 
construct | by 2's and cover 
top and bottom with compo. 
Leave small openings at each 
point of triangle for cord to go 
through. Cover entire unit in 
suiting fabric. Attach three 
lengths of gold cord to ceiling 
of window, run cord through 
opening of triangle points and 
then attach to screw-eye on floor. 
The triangles can be self-support- 
ing if you are sure to keep rope 
stretched very tight. Copy let- 
tered on center panel. 
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Chicago Showroom FRED BANTELMANN Canadian Showroom 
WERNER LEWY : Sales Manager LANDRY & PERRY 
27 E. Monroe 1317 So. 26th St. 2027 Peel St. 
Milwaukee, Wisconsin Montreal 
MORTY FAY Philadelphia Showroom Detroit Showroom JACK CASTLE 
17 N. W. 2nd Ave. THE LANDS COMPANY JOHN A. SILLS 27 W. Main St. 


Miami 128 No. 9th St. Lafayette Bldg. Oklahoma City 
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More Diz 


MEDFORDH ore 


Light - Airy andVe 
in Garlands and So 
Fir and Pinel Be 


Preserved for 


Holiday Ne 


Z13 HEATHER SWAG GARLAND UNIT 
SIX FEET LONG WITH DROPS $25.00 each 


X240S HEATHER SPRAY IN FEATHER 
SNOW FINISH AS PICTURED BUT WITHOUT 

BOW OR ORNAMENTS. ANY COLOR WITH 

WHITE, SOFT FEATHER SNOW FALL. 


3 feet long $ 7.50 each 
4 feet long 12.00 each 
5 feet long 17.50 each 


ALSO AVAILABLE IN 
FLOCKED OR PAINTED 
FINISHES AT SAME PRICES. 


SUGAR PINE CONES. AP 
PROXIMATE LENGTHS - 
TEN TO TWELVE INCHES. 


Per 100 

NATURAL AT $25.00 

PAINTED 50.00 

FLOCKED 75.00 
ANY COLOR 


HEATHER GARLAND IN FLOCKED 


50c per 


running ft. Any color. 
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RODE OREGON 


nd Versatile Heather 


and Sprays— Traditional 
inel Beautifully 
vedi for Your 


day} Needs 


Z12 HEATHER FRAME ABOUT TEN INCHES 
WIDE MADE TO ANY MEASUREMENT IN 
=K ANY COLOR. FLOCKED, PAINTED OR ME- 





TALLIC. $2.00 PER RUNINNG FOOT. 
BR 154 FIR SPRAY. PICTURED IN A 
FLOCKED FINISH WITH SUGAR PINE CONES 
APPROXIMATELY ELEVEN INCHES LONG ON 
A FOUR-FOOT FIR SPRAY. 
BR 154 FIR SPRAY WITHOUT CONES OR BOW 
” N ANY COLOR WITH OR WITHOUT MICA. 
a PAINTED FLOCKED 
- ft. $ 8.00 dozen 2 ft. $10.00 dozen 
P- 3 ft, 17.00 dozen 3 ft. 18.09 dozen 
tre. 26.00 dozen 4 ft. 30.00 dozen 
S. 5 ft. 42.00 dozen 5 ft. 60.00 dozen 
00 
00 
00 BR 153 JACK PINE SPRAY. 
00 PAINTED FLOCKED 
ft. $ 8.00 dozen 2 +, $10.00 dozen 
ft, 17.00 dozen 3 ft 18.00 dozen 
ft, 26.00 dozen 4 ft 30.00 dozen 
tt. 42.00 dozen a 3 60.00 dozen 





With or without Mica. 
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“Likeable 
Detail” 


By MAX BARSIS 
New York City 


—At Bloomingdale's, the extensive space 
available permitted the suggestion of depth 
and activity; Sam Blum is display director for 
the store. . . Center, Sibley's, Rochester, 
preferred a conventional winter setting with 
paneled drawings in the background. .. . 
Below, background detail of the display at 
Flint & Kent— 


rl IS always a wonderful assignment to 

design a window for an activity with 

which the displayman is not only in 
sympathy but for which he has a great 
liking. Skiing, for me, is just such a sub 
ject and as aé result for vears I have 
vecialized in books, drawings, layouts and 
display covering evet conceivable angle 
and position of the skier 

In designing ski windows for such stores 
a Saks Fifth Avenue and Bloomingdale's 
in New York ACY. Filene’s in Boston, Sib 
ley’s in Rochester, Flint & Kent in Buffalo, 
et I try always to create winter sports 

oundings as skiers really know them, 
d to populate these surroundings with 
figures in positions particularly peculiar to 


1ers [n short. L like to what I 


stress 

detail.’ 

s and would-be skiers, in my experi 
They 

hobby 


very 


ce, are a unto themselves 


ire not 


species 


simply sportsmen; they are 


ists with a touch ot the perfectionist 
to the 
they 


new 


thing and anything pertaining sport 


tremendously and will 


I 


them 


interests 


literally spend hours examining ski 
merits 
the 
and 
they 


would 


relative 
lor 


equipment and discussing the 


1 half a dozen ski them 


must be ¢ 


WaXes. 
isplay orrect in every way 
only 
Admittedly it 
a superb window to show heroic look 
skim 
ming lightly over the unruffled snowy slope 
Alas, this 1s the 
Hence panorama 


cross 


such details as 


include 


appreciat 


and balanced, 


om 
7 


rures, €ver erect 


not picture they know! 


all my drawings are a 
expert 


amateur desperately 


section of the occasional and 


the frequent engaged 





lh ae 


minimum of 


‘hieving 


the bottom of the 


encounters 


similar 


hill 


somewhat 


feature 


This whole approach 1s 
trary to the procedure in other sports. 
golf, tennis, swimming and 
ties, window displays generally 


ac 


with a 


con- 
In 
tivi- 
ex- 


perts whose form is beyond reproach and 
perpetually 
The suggestion is never made that the con- 


whose dispositions are even 


might dub a 
the court 


fident figure in the window 
shot or chuck his racquet 


[Continued on page 102) 


across 


= 





It’s elear that Johnny is 








imitating ¢ a Cowboy 


— 








. and it’s clear that more and more manufacturers are imitating 
Barrango’s men’s mannequins. Imitation is certainly the sincerest form 
of flattery, but some have gone beyond this and represented their 


imitations as the genuine patented Barrango mannequins. 


Like Johnny, however, their imitations lack the realism, the spirit, 


and the quality of the original. 


(B) CBrnrango@: 
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Displays By Vollmer 


These five displays are the work of FE. L. Vollmer, 
who joined Joseph Horne Company, Pittsburgh, as dis- 
play director not long ago. 

The first is for “Paris Inspired . . . California Made” 
apparel and has a cloud-flecked background before which 
stand four formal, towering trees. Glass bubbles are 
strewn about the floor. 

At the upper right, the principal display properties are 
panelled screens upon which are Mexican masques of tin. 

Center, “Classic Harmony” is the theme, carried out 
by railings, a stand, and urn all in outline form of heavy 
wire painted white. A spray of flowers in the urn is 
adorned with enormous metallic butterflies. 

Lower left, “For a Moonlit Evening” is given interest 
by a large painting of a Brazilian dancer against the 
silhouette of Sugar Loaf mountain. 

Lower right, the chief display interest is the two-panel 
screen at the right, decorated in the ornate style of 
seventeenth century France. 
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Title Registered U. S. Patent Office 
Combined with 

| MERCHANTS RECORD & SHOW WINDOW 

Issued on the Fifteenth of Every Month by 


THE DISPLAY PUBLISHING COMPANY 
: Cincinnati, Ohio 











H. C. MENEFEE, President, 
NATHAN SILVERBLATT, Manager; 
R. C. KASH, Editor. 





r OUR PLATFORM 
1. The Promotion of Display. 


. More Display Cooperation by Manufac- 
turer and Merchant. 


Advancement of the Display Business. 

. Practical Service to the Display Profession 
and Industry. 

. Greater Appreciation of Display's Power in 
Merchandising. 

. Absolute Independence of Our Editorial | 
Columns. — : 
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Education — Or 
Entertainment? 

(A couple of weeks ago during a meeting 
of the officers and directors of the St. Louis 
Display Guild, one man _ present asked: 
“When money for display research is so 
badly needed, why is so much wasted dur- 
ing Market Week on boat rides, dinners 
and cocktail parties when any thinking dis- 
playman would far rather see the money 
used for a better purpose —one which will 
help him and his profession?’ The subject 
is discussed furthere here by Arthur Wil- 
liam McMahon, display director for Glaser 
Drug Company, St. Louis, who brought up 
the question at the meeting referred to 
above Ed.) 

It is a well-known fact that some stores 
throughout the country have, in the past 
few months, curtailed display department 
budgets and in a number of cases have 
dismissed secondary personnel in these de- 
partments. 

This presents a rather disturbing situa- 
tion for the displayman, and equally so 
where the display manufacturer is con- 
cerned. The fact that this whole situation 
is unnecessary does nothing to lighten its 
aspect 

Volumes have been written and millions 
of words spoken relative to the so-called 
“yardstick” of display, whereby the dollars 
and cents value of a particular window, a 
particular counter or showcase display could 
be determined. Practically nothing has been 
done to ascertain a system of evaluation 
where display is concerned. 

On the other hand, the advertising men 
through the years have carefully built up 
their profession — through research, through 
strong national and local organizations. To- 
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day they are a highly respected group, in- 
dispensable in the retail selling picture. 
Naturally much of this research had to be 
financed, and it was. 


In order for display to take its proper 
place in the selling picture, research is also 
necessary, and financing will be required. 
Who, more than the display manufacturers, 
should be first to come forward with the 
necessary money to see a research program 
established and carried through? 

At present, because he is unable to show 
proof to management as to the value of his 
window and interior displays, the display- 
man is forced to accept budget slashes and 
personnel cuts in unhappy silence, for he 
has no black-and-white figures to lay before 
management to prove what he knows in his 
heart to be a fact —that display does carry 
a substantial share of the selling job at a 
cost more reasonable than any other form 
of advertising. 

The result of slashed budgets is slashed 
buying from the manufacturers. 


Has the National Association of Display 
Industries, in planning a Display Market 
Week, ever taken this into consideration? 
Much study is given to the planning of an 
elaborate boat ride on the lake, an expensive 
cocktail party at some swank hotel... and 
the money which is poured into the pro- 
ducing of these parties is very great, easily 
ample enough to get a bonafide research 
program under way on a large scale. 

Why not education rather than enter- 
tainment? The thinking displayman does 
not appreciate the boat ride or the cock- 
tail party or the dinner, when he knows 
full well that the money would be better 
spent otherwise. Were he not authorized 
to spend his firm’s money, the elaborate 
parties would not be forthcoming, and he 
knows it. The whole thing does not make 
for a happy condition. 

This briefly is my thought: Let the 
National Association of Display Industries 
as a group, and their members as_ indi- 
viduals, see that this waste is diverted into 
a project which will benefit display and 
displaymen. Let the NADI have its repre- 
sentatives go into the universities. Let them 
learn of the classes of youngsters who daily 
go out and make consumer surveys. Let 
them spend the many thousands of dollars 
which go for unwanted parties to endow 
courses given over entirely to research to 
find the value to the store of a window or 
interior display per week and per day. 

Let them compile figures and issue them 
to the displayman so that next time when 
he is told to “discharge that new man vou 
have in your department” or “cut down to 
three-quarters of your original budget” he 
will, thanks to the foresight of the manu- 
facturers, be able to defend his position, 
his employee, and his budget with sound, 
proven figures. 

This, without question, is the greatest 
contribution the manufacturers, individually 
or as a group, can make to display. It is 
not a question of raising the necessary 
money; that is already there. It is a 
question of deflecting its flow from enter- 
tainment, neither needed nor wanted, into 
education — which is not only wanted but 


is badly needed. 
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DISPLAY LIGHTING 
[Continued srom page 41) 


portant than the quantity of light which 
helps produce them. For example, the quan- 
tity of useful light produced per watt is im- 
portant, assuming that useful light is that 
which accomplishes our important objective 

-producing a cheerful looking store and 
producing the greatest amount of brightness 
only on the merchandise displayed, not on 
part of a lighting fixture, nor on the cir- 
culation areas, nor on other elements which 
are useless in actual selling. 

Total annual lighting costs (can exceed 
'4 of 1 per cent of the net sales) consist 
of these factors in the order of their im- 
portance; energy costs, interest on invest- 
ment in wiring and equipment and depre- 
ciation, lamp replacement costs, mainte- 
nance, plus supplementary cost factors such 
as, When necessary, dissipating the heat 
generated, and maintaining decorations 
when they play a vital role in the lighting, 
such as when they are important as second- 
ary light reflectors. 

The fact that the cost of energy is the 
greatest single item of expense — it can 
equal and even exceed the total of the 
other three—is why the amount of light 
per watt is an important factor. Most lamps 
are rated in lumen output. (The lumen is 
the unit of flux of light or illumination. 
For example, one lumen will light a surface 
of one square foot to an average of one 
footcandle in intensity. The footcandle 
when used is generally taken at a certain 
level in a store, usually the selling or dis- 
play level). However, the projector type 
lamp used so universally in display lighting 
today is rated in beam candle power at a 
stated projection distance because the built- 
in reflector (and in the case of the PAR 
type, the lens also) throws the light more 
or less in one general direction. This 
makes a good specific example to compare 
the light output of the two general types of 
the same wattage, the 150-watt PAR-38 and 
the 150-watt R-40. The PAR lamp cost is 
greater than the R-40 type, but the increased 
beam candle power, the better control, and 
in some cases the superior quality of illumi- 
nation, and the appearance of the lamp of 
the PAR type more than make up for the 
lamp cost differential. The PAR flood type 
produces over 100 per cent more beam can- 
dle power and the spot type 50 per cent 
more than the R-40. Only in the case of 
unusually low energy costs — certainly well 
under 1 cent per kilowatt hour — can the 
R-40 150-watt lamp be justified on any ac- 
count for display or selling light. 

The fact that good lighting today re- 
quires, on the darker merchandise, bright- 
ness from double to four times that thought 
feasible or even attempted a few years ago, 
is another important reason for watching 
the amount of light produced per watt. 
Further, it is essential that a high degree of 
control and flexibility be engineered into 
the system so no light will be wasted, but 
will create these higher brightnesses only 
where and when they are needed. 

One last note regarding economics. The 
heat generated varies almost directly as the 
wattage varies, hence, when heat dissipa- 
tion is a problem, with the higher levels 
needed, it is just common sense again to 
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The New LEWISCHROME 
4 DUAL-PURPOSE Rack 
has everything! 


EYE APPEAL! 
SALES APPEAL! 
PRICE APPEAL! 


>_< — 


A simple switch in hangers gives you a slack rack 
or skirt rack. Equipped with ball bearing rubber 
casters. 

Model 4072: Length 40” Overall Height 45” 
Model 5092: Length 50” Overall Height 45” 
Hangers: App. 311” long 
FIG. | SKIRT RACK: Each skirt shown full 


fashion. Uniform hanging throughout. 


FIG. Il SLACK RACK: Twice as many gar- 


ments in the same space. Each pair 
visible at a glance. 


Jospesepers 


224 East Ninth Street e 
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Los Angeles 


The new LEWISCHROME skirt and slack rack is 
taking the country by storm and it is easy to see why: 
Top quality plating—top quality construction—top 
quality design at the LOWEST PRICE ON THE 
MARKET. Any way you look at it, the LEWIS- 
CHROME RACK is a terrific value. Money back 
guarantee. So order today! -NOW! 

IMMEDIATE DELIVERY. 





#4072 SKIRT RACK (72 skirt arms) $59.50 
#4072 SLACK RACK (72 slack arms) $54.50 
#5092 SKIRT RACK (92 skirt arms) $69.50 
+5092 SLACK RACK (92 slack arms) $64.50 


#4072H SKIRT-SLACK RACK 

(36 skirt, 36 slack arms) $57.50 
+5092H SKIRT-SLACK RACK 

(46 skirt, 46 slack arms) $67.50 


F.0.8. LOS ANGELES 


invig?teob 


15, California « VAndike 8350 
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produce a highly efficient lighting system. 

The second factor of our brightness 
formula (footcandles times reflection factor 
equals brightness in footlamberts) was the 
reflection factor of what we called a dif- 
fuse opaque* surface. A flat finish is the 
more common word used in describing a 
diffuse surface. We also have polished or 
what are called specular surfaces, or mater- 
ials, but they both have to do with the 
invisible-to-the-naked-eye—or miscroscopic 

texture, so ot speak, of the surface. The 
specular surface is relatively smooth, where- 
as the diffuse surface, while it may appear 
smooth, is actually quite rough. There are, 
of course. surfaces with infinite degrees 
between these two extremes. Thus, chrome 
plating is highly specular; polished leather 
or satin could be called semi-specular; flat 
paper, flat paint, woolens, etc. are diffuse; 
and certain cut velvets could be said to be 
highly diffuse. 

* In the case of transmitted light we use 
a transmission factor which plays the same 
function the reflection factor does for 
opaque surfaces. 

These varying surfaces, in combination 
with the varying light sources, determine 
the brightness pattern which is_ reflected 
from the surface or object being illumi- 
nated to the retina of the eye; together 
they tell the entire story because the 
retina is the final arbiter and judge of 
light. 

Therefore, let us next consider the light 
source. There are two basic types with in- 
numerable combinations (just as there are 
with the surface characteristics) which are 
used in forming brightness patterns. They 
are (1) the point source (which produces 
what we call highly directional light), and 
(2) the diffuse source. 

The small filament of the incandescent 
lamp is a point source. When any light 
source or series of sources are concealed 
from normal viewpoints and their light dis- 
tributed rather evenly over a maximum area, 
completely surrounding the object being 
viewed (as in a well engineered so-called 
indirect lighting system), it is called diffuse 
lighting of high degree. While we speak of 
the diffuse source for convenience, most 
such sources are secondary; that is, they 
are large areas of a lower brightness cre- 
ated by projecting original sources of high- 
er brightnesses to them. 

We can have many varying degrees of 
diffuse light; for example, the old-fashioned 
glass globe surrounding an = incandescent 
lamp has diffused the light of the fllament 
over a much greater area and considerably 
reduced the brightness, (and also absorbed 
a considerable amount of the lumen output 
of the lamp). It has changed, however, 
what was probably an intolerable glare to 
one better tolerated, but it is also much 
more distractingly bright than any object 
that it is illuminating 

It is quite evident, when the rays of light 
from the source are projected to a diffuse 
surface in one plane, that they are so scat- 
tered in all directions by the microscopical- 
ly rough surface that only a portion of them 
can be reflected to the retina, but such a 
homogeneous surface appears uniformly 
bright. If the surface appears flat, that is, 
has no visible texture, it appears the same 





Allied Display Materials, Ine. 
65 Madison Ave. 


Austen Display 
32 West 31st St. 


Bliss Display Corp. 
460 West 34th St. 


Bonafide Display & Decorative Corp, 
61 West 37th St. 


Eve Brueser Studios 
22 West 38th St. 


Brunn & Bertheim 
425 Fifth Ave. 


L. J. Charrot Co. 
26 West 37th St. 


Chelix, Inc. 
361 West 58th St. 


L. A. Darling 
47 West 34th St. 


Decorative Plant Co. 
404 West 27th St. 


Display Equipment Corp. 
147 W. 37th St. 


Frankel Display Fixture Co., Inc. 
177-179 Hudson St. 


General Displays 
500 Fifth Ave. 


Greneker Corp. 
250 West 54th St. 


David Hamburger 
115 West 31st St. 


A. Lutz 
3 West 18th St. 
Messmore & Damon 
400 West 27th Street 
New York City 


Mileo Mannequins 
7 West 36th St. 


Naegele-Horner, Inc. 
164 West 24th St. 


New Style Studio 
63 Madison Ave. 


Leo Prager 
168 West 23rd St. 


Radiant Glass Fibers Co. 
208 East 27th St. 


Scheuer Creations Inc. 
307 West 38th St. 


Shenker Displays 

8 East 12th Street 
New York City 
Sherman-Weir, Inc. 
222 East 92nd St. 


Nat Siegel, Inc. 
39 West 37th St. 


Timbertone Decorative Co., Ine. 
15 West 24th St. 


Timely Service, Ine. 
453 Broome St. 


Zaria 
404 Sixth Ave. 
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ee Beane FABULOUS 
FIFTH AVENUE 


... from Washington Square to Central Park 


you'll find the great store windows along this famous 


thoroughfare bulging with exciting new creations. Yes, 


here IS fashion at its very best! Here IS display! 


e New York also abounds in the finest museums; the 
most exciting events in the theatre world. It’s where 


big things are happening all the time. 
And it’s all on display! 
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under either directional or diffuse lighting. 
On the other hand, the specular surface re- 
flects to the retina the character and even 
the image of the lighting as well as the other 
lower brightnesses that form that part of the 
environment so disposed that they can be 
reflected to the retina. 

If the material is in one plane as, for 
example, a mirror, it can reflect the point 
source of an incandescent lamp and can 
create a glare source. Polished silverware, 
being a formed mirror so to speak, should 
not, therefore, be lighted by direct incan 
descent lamps of over 150 watts for this 
reason. However, fluorescent lamps (pre- 
ferably on the blue side to reduce any 
tarnishing effect), with their lower bright- 
nesses, are satisfactory, providing that the 
lamps are otherwise concealed from normal 
viewpoints. It also adds interest to reflect 
planned areas of dark colors to better em- 
phasize the form of the silver piece. 

When diffuse materials are fabricated in- 
to three-dimensional forms, either as visible 
textures as, for example, in certain rough 
fabrics, or into bolder forms such as gar- 
ments on display forms, draped materials, 
etc., strong directional light is necessary to 
emphasize this texture or form for display 
purposes. Highly directional lighting ob- 
viously forms the strongest highlights and 
the deepest shadows and produces the maxi- 
mum brightness ratio pattern. We call 
this kind of lighting “dramatic.” However, 
the addition of some diffuse lighting, es- 
pecially if of a different color, can add 
considerable interest, can actually be more 
revealing of the total form by showing more 
detail in the shadows. This additional dif- 
fuse source is what the photographer calls 
a “fill-in” light. 

There is another important qualitative 
factor in lighting in addition to its direc- 
tion and that is its color. The two differ- 
ing sources from a directional standpoint, 
which we have mentioned, the fluorescent 
(logical for use as diffuse lighting) and the 
incandescent (for the point source), are in 
a way analogous to Nature’s lighting under 
which the human eye evolved and which 
is so much our standard that we take it 
for granted. For example, the sun is our 
strongly directional light source and the 
sky is our diffuse source. Psychologically, 
we like a bright sunny day and we dislike 
the overcast, cloudy day. While the sun 
changes color, being warmer at sunrise and 
sunset, it always seems to have a certain 
color warmth, not only subconsciously be- 
cause of its radiant heat, but comparatively 
because the sky is generally cool. 

When we can achieve in our interiors this 
combination of a warm point source and a 
cool diffuse lighting, we achieve an excel- 
lent result from a qualitative standpoint for 
all soft goods and a limited number of hard 
goods We have the tools today to ac- 
complish this easily, as we will discuss 
later. 

In Nature we have only a single direc- 
tional source, and when we create two or 
more, artificially, our brightness patterns 
can become quite confusing. Nature, in its 
complexity, needs this simplified lighting, 
and in most of our comparatively simple 
featured displays and even in the complexity 
of most interior total stock display, we will 
do well to emulate this universally accepted 
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* 
NADI 
LIST OF MEMBERS 


Abacot Displays, Inc. @ Adler-Jones Company 
@ Advance Displays @ Aladdin Fabrics @ 
Allcock Mfg. Co: @ Allied Display Materials, 
Inc. @ American Fixt. & Mfg. Co. @ Ankerum 
Mfg. Co. @ Arkow-Lewis Associates @ Arrow 
Dec. & Fixt. Co. @ Austen Display 
C. Barrango Co. @ Bliss Display Corp. e@ 
Bonafide Disp. & Dec. Co. Botanica] 
Decorative Supply Co. * Eve Brueser 
Studios, Inc. @ Brunn & Bertheim @ Bulkley, 
Dunton & Co. @ The Carrata Co. @ L. J. 
Charrot Co., Inc. @ Chelix, Inc. @ James A. 
Cole Co. @ Columbia Display Materials Co. 
@ Colonial Decorative Display Co. @ Com- 
bined Industries @ Cook & Meier @ Crown- 
Mark Paper Corp. 


Emil Corsillo, Inc. @ Coy, Disbrow & Cu 
@ Crystal Fixture Co. @ Crystalline Plastics 
Co. @ L. A. Darling Co. @ Dazian’s, Inc. 
@ Decorative Novelty Co. @ Decorative Plant 
Co. @ Dingleman-Wolff Co. @ Display Effects 
@ Display Equipment Corp. @ Display Man- 
nequin, Inc. @ Display Products Co. @ Doerr 
and Associates @ Durable Displays, Inc. @ 
Duran Style-Rite Mannequins @ Everetts- 
Frederiksen-Soper Co., Inc. @ Facil Fabrics 
Co. @ Feder Industries, Inc. @ Frankel 
Asociates, Inc. @ Frankel Display Fixture 
Co., Inc. @ Fren-Zee Store Equip. & Fixt. 
Co. @® Gardner Displays Co. @ Garrison- 
Wagner Co. @ Earl W. Gasthoff Co. e@ 
General Display Corporation e General 
Display Studios @ Grant & Silvers, Inc. @ 
The Greneker Corp. @ Victor Haida Displays, 
Inc. @ David Hamberger. 


Halsen Mfg. Co. @ Hexco Products, Inc. @ 
W. C. Hurlock @ B. A. Jacobs Co. @ Jay 
Howe Studio, Inc. @ Irving Kaley 6 
Kaplan Products & Textiles, Inc. @ Lee 
Plastics @ London Displays @ A. Lutz e 
Lynn Display @ Magnani Statuary Company 
@ Maharam Fabric Corp. @ Majestic Creations, 
Inc. @ Mayorga Mannequins @ Messmore & 
Damon Studio @ MGM Displays, Inc. @ Mileo 
Mannequins @ Modern Displays @ Moortgat 
Studios @ More Displays @ Mutual Disp. Mfg. 
Co. @ Naegele-Horner, Inc. @ Natural Crea- 
tions @ New England Dec. Supply Co. @ New 
Style Studio @ Old King Cole Displays, Inc. 
@ Oltmanns 


Paper Manikins, Inc. Pen Displays 
@ Leo Prager @ R-Tex Co. @ Radiant 
Glass Fibers Co. @ Reflector - Hardware 
Corp. @ The Reyburn Mfg. Co., Inc. 
@ Rip Studio @ Royal Paper Corp. @ Gustave 
Rubner, Inc. @ Sales Paper & Supply Co. @ 
Schack’s, Inc. @ Scheuer Creations, Inc. 
@ Shenker Displays @ Sherman Paper Pro- 


ducts Corp. @ Sherman-Weir, Inc. @ Frederic 
Shipman @ Shoe Form Co., Inc. @ Nat Siegel, 
Inc. @ Silvestri Studios @ Silvestri Art Mfg. 
Co. @ Southern Display News (Associate) @ 
Standard Fixture Co., Inc. @ Standard Cellu- 
lose & Novelty Co., Inc. @ Starkman Dis- 
play Center @ W. L. Stensgaard & Asso 
ciates, Inc. @ Swivelier Co., Inc. @ Sylvania 
Electric Products, Inc 


Tabery Corp. @ Taffel Bros., Inc. @ Tally-Ho 
Display Studio @ Timbertone Decorative Co., 
Inc. @ Timely Service Co., Inc. @ Tri-Allied 
Creative Displays @ Jas. B. Williams, Inc 
Frederic Weinberg @ Wolf & Vine @ Zaria 
@ W. M. Zeppen-Field Studios @ Display 
World (Associate). 
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‘| Rough and Rechy Road Ahead .... 


eo The “fuel” needed to give selling plans power to speed the flow of merchandise out of 
fg. your store is DISPLAY. As competition gets keener, the stores giving attention to 
Ww modern merchandising methods — that show and sell— will find they are still getting 
fast turnover and are enjoying increased profit through decreased selling costs. To make 
your store display-right, invest in better visual-aids that stimulate customers into buying. 
Increase the display budget to decrease selling costs. Take advantage of the full facilities 
our NADI membership offers you. We are constantly producing better display materials 
ba and display equipment for a more thorough merchandising job throughout retail stores. 
r0- Write us today if you have a display problem. We shall give you our complete coopera- 


tion, without obligation. 


Invest at least 1/3 of your promotional dollar in display. 
To sell the seasons to the public you have to stimulate buying 
Ho through visual merchandising aids. Plan now for Christmas 


ed the biggest selling season of the year. 


PROGRESSIVE 


of DISPLAY INDUSTRIES 


For booklet listing members and their 
preducts, write N. Silverblatt, 1209 


NATIONAL ASSOCIATION 
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Setting the Stage 


for 
CHRISTMAS 


SELLING 


AAR RANA & 





Merchandise displays are like a stage 
show—they require brilliant settings to 
produce a sell-out. Among the best aids 
to effective Christmas displays are the 
new Sherman 3-dimensional “props”. 
Cleverly designed and brilliantly repro- 
duced in natural color, the Christmas 
tree, candle and wreath, shown here, will 
add a world of appeal to your displays. 
Used with Sherman pictorials and con- 
tinuous design materials, they will bring 
the Christmas spirit into every part of 
the store. 


SEE THEM AT YOUR 
DISPLAY DEALER’S 


Your display dealer has the great 
Christmas line of Sherman 3-dimensional 
“props”, pictorial panels, and contin- 
uous-design and background materials 
at his See them there 
make your selection now for the big 
selling season ahead. 


Sein 


PAPER PRODUCTS CORP. 


Newton Upper Falls 64, Massachusetts 
New York . 


showroom. 


Los Angeles . Chicago 
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standard. For appraisal of merchandise 
by the customer, it is quite obvious that we 
should use this standard as to directional 
quality (that is, a combination of direc- 
tional and diffuse also. ot 
spectral distribution (or color) of the two 


sources) and 


sources. We can not, as yet, even approach 
in our interiors the quantity of light in 


nature, but we can produce a very satis- 


factory amount if we go about it carefully 
because our eye has the power to adapt 
itself satisfactorily to a given over-all 


brightness. 
Before discussing the light sources avail- 
able and their application to display win- 


dows and interior displays we will discuss 


some over-all display trends, particularly 
as they pertain to show windows.  Dis- 
playvmen have, as a rule, reached a high 


degree of perfection in the attention-draw- 
ing masterpieces they have created in dis- 
play windows. They have at their disposal 
a veritable stage in its flexibility of lighting 
equipment and their ability to create all 
f properties and backgrounds. 
However, in ways display as 
from the street is undergoing a change. 
While the concentrated pedestrian purchas- 
localities warrants 
form of pub- 

increasingly 


manner ot 


some seen 


ing power in some few 
large expenditures for this 
licity, 
scrutinizing the actual value relative to the 
cost of this form of display. In a store on 
the edge of the shopping district, where in 
cases as many as 90 per cent of the 


store management. ts 


SOME 
women who pass the store enter, it is ob- 
that . good will and other 
forms of drawing the cus- 


vious years ol 
publicity are 
tomers. 

There is a kind of store being de- 
veloped, those in what are called Recentral- 
ized Shopping Centers, that are planned on 
an entirely new pattern. They cater almost 
entirely to the suburbanite and people who 
are working in the peripheral areas of our 


new 


large metropolitan centers and who own an 
automobile. This represents at 
least 80 per cent of the purchasing power 
of suburban districts. 

The definite trend toward the open front 
introduces entirely new problems in 
lighting which can only be solved through a 
thorough knowledge of brightness engin- 
eering. First, to create satisfactory bright- 
nesses on the darker merchandise to attract 


category 


store 


attention and for appraisal we have to have 
quantities of illumination from five to ten 
times as heretofer realized in 
actual practice. 

When we carry out ideal relationships 
between directional and diffuse lighting and 
distribution of type of 
source, it nicety in engineer- 
designing to so concentrate the directional 
lighting just on the areas of the merchan- 
display and that used for appraisal. 
In this approach we kill two birds with one 
stone, not only considerable 
lighting cost with our high levels, but we 
also create the brightness where it is nec- 
essary to attract attention to the merchan- 


great as 


the spectral each 


requires a 


dise 


conserving 


dise. 

First, we will consider the incandescent 
lamp Its attributes are, it is a 
point with the 
flectors and lenses, permits a high degree 
light just on 


main 


source which, proper re- 


of control, concentrating the 


the displaved merchandise to create the 
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attention-attracting brightness. This at t 
same time saves lighting costs, there! 
compensating for its lower efficiency 
light output per watt and the attenda 


greater heat. 

Second, it provides the strongly dir 
tional light so desirable from a qualitati 
standpoint. 

Third, its spectral distribution is low in 
violets, blues, greens and high in yellow 
oranges and especially red, thereby acting 
as almost a perfect balance and supplying 
the deficiencies that exist in the fluorescent 
sources, (which we discuss later). It ob- 
viously plays the part in interior lighting 
that the sun does on the exterior. 

The incandescent light 
must be completely concealed and camou- 
flaged from all normal viewpoints so that 
the planned brightness on the displayed 
merchandise attracts the entire attention. 


source especially 


The merchandise or its immediate sur- 
roundings have only to be two or three 
times the total brightness in the vicinity 


to accomplish this desirable effect. 

The well known projector lamp, especially 
the PAR type, is ideal for this purpose. It 
also has the faculty of being easily adjust- 
able to throw its light in any 
and it is simple to completely shield and 
camouflage it at a 45-degree angle to the 
normal line of This direct spot- 
lighting of all selling and display areas has 


direction 


vision. 


been referred to as accent lighting in the 
past but, as we have indicated, it should 


be much more than this. It can provide all 
of the high level illumination necessary for 
a quick and accurate appraisal of the mer- 
chandise, both in form and color. 

We can not compete in the interior with 
Nature’s lighting in intensity, although we 
satisfactory 
parison in quality. Foi example, the sur- 
face of the sun has a brightness of over 
400,000,000 footlamberts and the moon, with 
a clear sky, 1,500 footlamberts, whereas a 
500-watt lamp has a brightness of 130,000 
footlamberts, and the brightness of a PAR- 
38 140-watt flood, looking at the bright 
spot, is less than 40,000 footlamberts. How- 
ever, this flood lamp will produce from 25 
footcandles at the edge of a 6-foot diameter 
circle to 50 footcandles in the central area 
at a projection distance of 7 feet. The 
spotlight type will produce approximately 
double this intensity in a circle about half 
the diameter. 

The fluorescent lamps, both in the so- 
called cold cathode and hot cathode, are 
comparatively low brightness sources. The 
cold cathode has the possible advantages of 
lower maintenance, but must be used with 
caution when the voltages are high and they 
can be reached by anyone other than a 
maintenance employee. Both of these 
sources, as compared with the incandescent 
lamp, are more efficient in light per watt. 
For example, the 4-foot white hot cathode 
lamp produces initially over 
three times the lumens per watt of a stand- 
ard 200-watt inside-frosted incandescent 
lamp. have a spectral distribution 
high in blues and greens, low in yellows, 
oranges and The so-called daylight 
lamp seems, to the eye, to project the same 


can arrive at a vather com- 


fluorescent 


They 
reds. 


color on a white surface as does an over- 
cast sky. 


Fluorescent sources are filled, however, 
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old) thre] e 


ep gry” * 
Patent 
+Reg- U-S- T° 





TYPE f 


PLIABLE 
SATIN 
VINYLETT 


This is a backing of pliable plastic material with 
satin faced FACIL-FAB for all draping ond covering 
needs. “Stretch It and See. 


Vte Flameproos, / 





TYPE 2 


DIMENSIONAL LIGHT WEIGHT 


This is a backing of plastic impregnated paper for 

three dimensional molding purposes. It can be 

glued and draped to give exceptional results. 
“Try It And See.” 


Fe 3 


BOARD WEIGHT FOR RIGIDITY 


This is a backing of 13 point white rigid board with 
satin FACIL-FAB. No stretch, no folding, no work. 
“Hang It And See.” 


TYPE 4 


LAMINATED SATIN RIBBONS 


This is a backing of Lumarith, a celanese plastic, 
ideal for gift tying to give full body, bow-ability, 
greater tensile strength. 

“Tie Me And See.” 


FOR All YOUR DISPLAY NEEDS 


Facil-Fab* 


Reg. U.S. Pat. Off. 


CAN BE: PRINTED - EMBOSSED - DIE-CUT - SILK 
SCREENED - DRAPED - MOUNTED. 


USED FOR: BACKGROUNDS ~ ARTIFICIAL 
FLOWERS « CASE LININGS - EDGINGS - THREE 
DIMENSIONAL DISPLAYS. 





A 


facil-fab 


OFFICES & SHO-ROOMS 
Yew 675 FIFTH AVE., (AT 53rd ST.) 


NEW YORK 22, N. Y. 





See your Local Display Distributor cs: 


facil fabrics corp. 


United States Testing Company, Inc. 
HOBOKEN, N. J 


TELEPHONE + 


YEST NUMBER 
343554 
. deter on thie number? 
ORIGINAL 
REPORT OF TEST 
L947 
Facil Fabrics ¢ 
Auditins Departrent 
165 Sixth avenue 
fetersoo, *. J. 


rerion 


Test made for 





Material tested One sanrle of ereon id ite trioe Facil Fetr.c sutir invlett 
TRE“RETARDAMT PROPEANT. & 
Specimens of the submitted sample ere tested in accordés-ce 


the 
procedure outlined in Tentative Spvecificeti ot Properties 


ns for Fire-Reter 
of Treated Textile Fabrics, A.o.T.M. De 26- 


ignstion Db Cet 


These specifications apply to the fire-reterd: nt properties cf th reated 
textile fabrics used for decorstive or other purposes on the .nshde of 
buildings or other structures. 

The specimens, 2% x 12 1/2" are suspended vertically vitn tre iower edge 
3/4" up from the base of e 1 1/2" sirless bunsen flame encicsec ina draft 


free chamber. 


No specimen may continue to flame longer than 2.0 seconds eft 
the igniting flame, the average length >of char shall not ex 
inches, and no indiwidual length of chnr shall exceed 4 1.% 


Results 


var P3333 
Time of Fleming Length of Char Time of Flaming Leng? of Char 











0 2.10 inches 9) 2.40 inches 
0 1.70 i) 35 
te) 2.35 0 2.90 
(9) 2.20 0 , 50 
ty) 2.60 0 2.20 
10.95 12.65 
averages: 
2.19 inches F nches 


CONCLUSIONS 


The submitted semple meets the requirements of the specifice#tious and 
may be considered to possess setisfectory fire retardent properties 


United States Testing € 


SUPERVISED BY er) bow 
, ° yy) pwn man 

ay y 
States Te on 


OT Peat Inc 
fer * 1, 
t aneed 


CAUTION—The ase of this report, complete or in part, or the name of the United 


mast receive the written approval of the company Report applies only to sample tested 
©1510 4820 







Write — 





PLANT 
185 SIXTH AVENUE 
PATERSON, N. J. 
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with mercury vapor necessary in tl 
operation, and these add four mercury lit 
to the visible spectrum, and the two occ) 
ring in the blue and green part of t 
spectrum, especially, materially affect 
resulting color of light. These lines h 
an unnatural effect upon human complexions 
and must be filtered out if used to illu- 
minate the face. They have a tendency to 
turn yellows to greens, and to exaggerate 
unnaturally blues and_= especially bl 
purples. They also dull perceptibly deep 
reds. Accordingly, it is well not to use 
Feta an | them alone for lighting fashion merchan- 

565: Sige Rs ' dise, or people’s complexions due to this 
A Full Lin “a of Te bens 3 4 : a “distortion.” . 

Pies, %, Being lineal sources of low. brightness, 
they are not as susceptible to control as 


Ary Dass eae §=the point-source incandescent, and hence it 
“Sick meaiti~g is logical to use them for the cool diffuse 


lighting. The fact that diffuse lighting is 


PR : ioe =obest obtained by creating brightnesses of 
a R FS F R V i f) Vi AT F R A | a OR ¢ larger areas on ceiling and walls immedi- 
RBIs ae €, ately makes possible the creation of a total 


effect of cheerful brightness as an environ- 
ment, and by the use of diffuse decorative 
for aE Cane | paints and other architectural materials, 
new horizons are opened for decorative 
effects. Further, by this means it is pos- 
sible to control brightness ratios to em- 
phasize the all-important merchandise dis- 
play. It is the lack of sufficient environ- 
mental brightness that often makes a store 
appear to be dark and poorly lighted, even | 
when the merchandise is lighted to a satis- 

| 





factory brightness from an appraisal stand- 
point. 

The fluorescent lamps come in three so- 
called 3500-degree K*, 4500-degree K, and 
a soft white and, also, the so-called day- 
light, which is approximately 6500 degrees 
K. They also come in a number of colors, 
especially in blue and green, the latter 
having an output of 75 lumens per watt as 
: compared to 18 to 22 lumens per watt of 

- ~) ee a. %& S&S ? ' * Foe the incandescent lamp. There is also a 

he. 3 x ie a’R_ ye Cine ‘al gold and a pink. While they do not pro- 

see, % a ; il duce the accuracy of control of color to 

ART F | C A [ cf i py WZ ‘ | use for backgrounds that the filtered in- 


3 4 candescent light common to the theatre | 
NS 3 a te, does, they can in various combinations pro- 
, F 5 duce satisfactory color effects at a greatly 


Available Now. 











: heat than with the other system. This heat, 
when sufficient brightness is created to 
serve the purpose, is especially difficult to 
control when confined to the smaller en- 


Wholesalers? Z ™ closed space of display windows, as every < 
i displayman knows. 


and Jobbers zf 


lowered cost and with considerably less 


for 











To give an example of the effect of the 
combination of the two sources we can use 
the display of diamonds or other faceted 
gems. An excellent scheme, which has had 
the approval of diamond experts, is to have 


Please Send for Catalog 






a totally indirect lighting system composed 9 Be 
of daylight fluorescent lamps producing a 1 

# ; mega >. ; > 0 Bo 
diffuse illumination of from eight to 12 20 Bo 


footcandles at the display and appraisal 
level. This is only the environmental light- 
e ing. The main selling and appraisal illu- 
mination would be from a series of PAR 
projector spots so disposed that a customer 
would reflect in the faceted gem at least 


three of the spotlights. This light would 
N UJ R | produce levels up to 75 footcandles or up 
« 


*“Note: Degrees temperature Kelvin. 


217 GREENWICH STREET... NEW YORK CITY, 7 | [Continued on page 88] "Ey 
FOR 
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_TIMBERTONE PECKY CYPRESS SQUARES On MASONITE 
AW : They’re New! They're Needed! 


The impressive beauty of dignified 
TIMBERTONE Pecky Cypress de- 
sign ...now available for a lifetime 
of effective display uses ... on 
durable hard board. 


THREE POPULAR COLORS! 


re Whitewashed 
| ee Ice Green 
Mo. 14067. ........ Natural Brown 
PRICES 
74" x 7/2” Squares... .$3.50 doz. 
10” x 10” Squares.... 4.25 doz. 


SEE THEM AT YOUR JOBBERS 


MCU N 


DECORATIVE CO., INC. 


15 W. 24TH STREET, NEW YORK 10, N. Y. 
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ymtie- 


$3.95 each 


(Lots of 20) 





tty 
Hitz 


Ha th 


3 Boxes (or less) $4.75 50 Boxes ............ $3.75 
10 Boxes $4.45 100 Boxes ........... $3.60 
20 Boxes $3.95 200 Boxes ............ $3.50 


Crystal-clear, 100% transparent box with 
‘separate lid—at sensational savings! Order 
today by coupon or wire! Prompt delivery. 


BALTIMORE SHOWROOMS — 
NATT LEVY DISPLAYS 


5 South Hanover Street 
RICHMOND SHOWROOMS — 





“EVERYTHING 
FOR DISPLAY”’ 


523 East Grace Street 


wt Natt Levy Scoop! 
LOWEST PRICE IN AMERICA 
Bove™ — 





* Hundreds of uses 

* Protects while it displays 

* Spotless merchandise at point 
of sale—mark downs curtailed 

* Keeps stock clean and orderly 

% May be stacked 

% Indestructible ...1/8” thick 
clear plastic, flush all sides 









Size-15"x10"x 4”x1/8” 


NATT LEVY DISPLAYS 
S SOUTH HANOVER STREET- BALTIMORE 1, MARYLAND 


Please Se@md Us .......eccceccccseeeeene Crystal-Clear Plastic 
Shelf Boxes @ $.oonni...cccccccccceccceccccseccssse: each, and bill us. 


(UNRATED ACCOUNTS SHIPPED C.O.D.) 


ee * ‘aia 





Natt Levy Display Supplies of Va., Inc. ff eee eae acmnareCaN 


| Re eC ee Ren sists sicsiosina 
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America’s 
Best 
Sellers 


DORABLE 
DEBS 





Write for photos 
Mfg. and Sold by 


Durable Displays Inc. 


2010 S. Halsted Street 
Chicago 8, Ill. 


V 


Also Sold and Displayed by 


Nat SIEGEL Ine, 


39 W. 37th Street 
New York, N. Y. 
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European Display 
Sadly Handicapped 


By MAX S. MAYER 
The Greneker Corporation, New York City 


(Max Mayer, sales manager for The 
Greneker Corporation, New York City, re- 
turned recently from a business trip which 
took him to nine European countries.—Ed.) 

N MY opinion, Europe does not present 

good marketing possibilities for Amer- 

ican display products. In many countries 
import prevent Amer- 
ican display merchandise, and it is believed 
by those whose opinions are to be respected 


restrictions sales of 


that such prohibition will continue for a 
long, indefinite period. In the few coun- 
tries in which exchange conditions are not 
so adverse there seems to be a tendency to 
purchase home products. American dis- 
play firms are faced, therefore, with either 


the prohibition of imports of non-essential 
nationalism based, if not on 
expediency. There 


goods, or a 
ideology, on economic 
are, of course, exceptions, and undoubtedly 
a limited quantity of display materials will 


be purchased here by Europe. 


My first stop was the Irish Free State, 
where I visited Limerick and Dublin. Busi- 
ness conditions in general are good, but 
even there it is difficult to obtain lumber, 
metal, and other basic materials for store 
modernization. Because of fuel and power 
shortage, displaymen must work without 
lighting of any kind 

The situation is very much the same tor 
Northern Ireland, Scotland and England; 
as a matter of fact, | would say a great 
deal worse, since display props in_ these 
countries date back as far as 10 to 12 years. 
Store equipment of any kind has not been 
purchased since 1937 or 1938. No materials 
are available and what little replacements 
these stores have been able to get consist 
entirely of some abstract plaster casts. 

Stores in such towns as Liverpool and 
London have been badly damaged by air 
raids Some of the stores in Liverpool, 
Coventry, Birmingham and London’ were 
entirely bombed out It is remarkable to 
see how these people still operate in make- 
shift stores with temporary ceilings, walls, 
no heating and very little lighting. One 
has to admire their determination and 
courage In London, most windows were 
partly or completely blacked out. In many 
instances only a small part of the window 
could be seen in which they displayed a 
few items had in the store. Naturally 
supplies are limited and everything 1s 
rationed much more severely than we ever 
experienced in) America, which hurts dis- 
play as well as purchasing Due to the 
fact that plate glass is unobtainable, win- 
dows that have been broken have to be 
covered with any kind of material available 
until such time that replacements can_ be 
obtained 


Considering all the handicaps and hard 


} 


ips these people are working under, some 


of their display work is to be admired. One 


] 


realizes that it is even impossible for a 


displayman to get a gallon of paint or 
a few sheets of paper without getting a 
permit from the government—which at times 
takes months and months. 

As far as France is concerned, Paris was 
practically untouched by war damage. The 
stores are all in good shape; however, most 
of them old fashioned. While in a 
few instances they do have attractive win- 
dows, they also are badly handicapped and 
in need of the necessary display props as 
well as display materials. This country 
also is not in a position to import materials 
due to the fact that foreign exchange is to 
be used only 

Two of the most prosperous countries in 
Europe are Belgium and Switzerland where, 


are 


for necessities. 


even though prices are high, merchandise of 
all types can be obtained. Display 
been kept on a fairly high level. 
countries are in a position to manufacture 
display props and stores are more modern, 
especially with regard to windows; but in 


has 
These 


most instances their interiors, even in the 
biggest cities, do not compare with our 
stores in towns of 500,000 or below. 


As far as Germany is concerned, there is 
absolutely nothing left. In 
Hamburg and Frankfurt there is 
a resemblance to a store. 


cities as 
not 


such 
even 


As for Sweden, this country has two out- 


standing stores which come closest to 
American displays. These people _ visit 
American markets frequently and use our 
techniques and props. However, due to 


restrictions they no longer are allowed to 
import items, doubt will 
affect their display efficiency a great deal. 


such which no 


\s far as Norway is concerned, this 
country was occupied for four years and 
is in a rather poor financial condition. 


While it was not damaged by the war, no 
remodelling or re-equipping has been done 
While there are a number of 
good-sized stores, they have not been able 
to get the necessary materials to keep up 
with present-day demands. They realize 
the need for modern equipment but govern- 
ment restrictions prohibit their making any 
this time. 

Denmark was also occupied for over four 


In any store. 


headway at 


vears but has got back on its feet quite 
well. Their displays show a lot of imagin- 
ation and theatrical influence, at least in 


some of the bigger stores. If these stores 
could buy some of the things they need, 
they could do the best jobs in 
Europe. They had better equipped windows 
than | the newest stores on the 
continent. However, the lack of materials 
also handicaps them. 

\ll the display and advertising people I 
i under terrible 


one of 


some ot 


met in Europe are working 
conditions due to shortages because of the 
war, and in the face of these and food 


shortages they are to be admired for the 


job they are doing. 
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CRESCENT 
Qual 
BOARDS 





IMPRINTED LINING 
FOR POSITIVE 
IDENTIFICATION 





a product of 


Cuicaco Carpeoaro Co. 


cuted the 








670 W. WASHINGTON BLVD.CHICAGO 
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Maharam, Los Angeles 


HE photographs show two views of the 
new Los Angeles quarters of Maharam 
Fabric Corporation, New York City. 


Store Builders, Inc., well-known firm of 


| architects and engineers, designed and exe- 


showrooms. All the carpentry 
Paintings and 
decorations are in Hollywood colorings. 


work is in bleached oak 


—Two views of the Maharam Fabric Corpora- 

tion's new Los Angeles showrooms are seen 

here; sample windows are given much promi- 
nence in the 60 by 140-foot store— 


The building occupied by the Los Angeles 
branch is new and was laid out to the 
fabric firm’s own) specifications and_ re- 
quirements. The store itself 
space of 60 by 140 feet. 


occupies a 


Santord Schwarz is manager of the Los 
Angeles division. He 
with Maharam for a number of years. 


has been connected 


Illustrated in the upper photograph are a 
section of the fabric department and several 
of the display installa- 
tions. another group. of 
display windows, these being located in the 
showrooms proper. 


“sample” window 


Below is seen 
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How ADVERTISING CAN GET 


Full Credit 


FOR SUPPORTING THE SALES PLAN 


HEN coordinated with 

sales activities advertising 
is given an opportunity to win 
recognition and succeed as an 
aid in moving goods and selling 
services. 

Selling plans are based on facts. 
The decisions of sales managers 
are guided by dependable infor- 
mation from government and busi- 
ness statistics. To function as an 
active factor in the sales program 
and share in the credit as well as 
the responsibility for sales suc- 
cess, the planning of business pa- 
per advertising should be equally 
factual. 

In applying media to markets, 
the use of adequate, verified cir- 


culation data is an indispensable 
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step in the effective coordination 


of sales with advertising. 


Following are some of the ques- 
tions about the circulation of busi- 
ness papers that are answered in 
the reports issued by the Audit 


Bureau of Circulations: 


How much paid circulation? 
How much unpaid? What business 
or occupational groups receive 
the paper and how many paid sub- 
scribers in each group? At what 
price is the publication sold? 
What circulation inducements are 
used, ifany? What percentage of the 
subscriptions are renewed? How 


many subscriptions in arrears? 









Where does the circulation go? 


Answers to the questions above, 
as given in A.B.C. reports, make it 
possible for space buyers to select 
media with the same care that an 
efficient sales manager uses in em- 
ploying and routing his salesmen. 
The planned and verified distribu- 
tion of advertising, by means of 
the information in A.B.C. reports, 
is the starting point for effective 
coordination of advertising and 


sales efforts. 


This paper is a member of the 
Audit Bureau of Circulations. Ask 
us for a copy of our A.B.C. report 
and then study it. 


SEND THE RIGHT MESSAGE TO THE RIGHT PEOPLE 
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Paid subscriptions and renewals, as de- 
fined by A.B.C. standards, indicate a 
reader audience that has responded to a 
publication’s editorial appeal. With the 
interests of readers thus identified, it be- 
comes possible to reach specialized 
groups effectively with specialized ad- 
vertising appeals. 
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ABC = AUDIT BUREAU OF CIRCULATIONS = Facts as the Basic Yardstick of Advertising Value 










pte 
I The Nearest 


Zo Approach To Real 
Snow Ever Produced! 





Extremely Light, Yet Sturdy and 
Practically Unbreakable 


TALA-BAL designs are available in snow- 
white (which may be colored or tinted), 
gold and silver. A variety of sizes and 
thicknesses, priced from 5c to $1.00 each 
















and up. 


fresh ideas for attractive selling 
displays. Use TALA-BAL for sup- 
porting and recessing merchan- 
dise. Insert anything through its 
sturdy texture, it will hold with 
a vise-like grip. Build hundreds 
of original units by assembling 


the variety of TALA-BAL designs. 


if Not Available from Your Dis- 


play Jobber, Write Direct. 





Sample and Illustrated Folder 





Sent On Request. 
© 47 EPC 


PRODUCTS 


COMPANY 
238 GEORGE STREET, NEW HAVEN, CONN. 
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Display Changes Made 
At Bamberger's 

George P. Slockbower, executive vic: 
president and publiciy director of Ban 
berger & Co. has announced the appoint 
ment Of Robert L. McCorkle as displa 
manager and Robert L. Purdy as_ senio 
executive in display for the Newark store. 
McCorkle replaces Reuben Sabetay, who js 
resigning as noted elsewhere. 

McCorkle, who relinquishes the position 
of display director of James McCreery & 
Co. to join Bamberger’s, was a display 
executive at Marshall Field & Co., Chicago, 
before going to Macy’s, New York City, in 
1933 as display executive of fabrics and 
domestics. He left Macy’s in 1942 to join 
the Army Air Forces. 

After being separated from the Army, 
McCorkle was head of interior display at 
McCreery’s before returning to Macy’s as 
first assistant in window display. He be- 
came display director of McCreery’s in 1946. 

Purdy, recently director of displays at 
Revlon Company, has been an art instructor 
at the University of Louisville and the Park 
School for Boys, Indianapolis. He has 
participated in many art shows throughout 
the country and has had four one-man 
shows of water colors at Ferargil Galleries, 
New York City. Purdy attended the Uni- 
versity of Louisville and was graduated 
from the Louisville Art Center and John 
Herron Art Institute. 





Expansion Move Made 
By Fixture Firm 


Combined Industries, manufacturer of 
metal and plastic window and interior dis- 
play fixtures, has just acquired a five-story 
building in Washington avenue, Brooklyn. 
With new and recently developed equip- 
ment, Combined Industries will be one of 
the most modernly equipped plants of its 
kind in the East. Moving to the new 
location will be the general offices, show- 
rooms, and factory. 

Marie D. Arnold, formerly associated with 
the government relations division of the 
Pepsi-Cola Company's advertising depart- 
ment, will be in charge of wholesale and 
syndicate store sales. 


Jack Singer Heads 
New Division 

The Service Bindery Company, Inc., 360 
Kast Grand avenue, Chicago, announces the 
formation of the Service Mounting and 
Finishing Division of their firm, which will 
be under the guidance of Jack Singer, 
formerly of Boyer Cardboard & Manufac- 
turing Company and Precision Mounting 
Company. 

This division will specialize in mounting, 
die-cutting, lining, laminating and_ printer 
finishing. 





Felgenhauer Joins 
Gasthof Staff 

Harold Felgenhauer, formerly with the 
Grimm-Lambach Company, St. Louis, has 
joined the sales staff of Earl W. Gasthoff 
Company, Danville, Ill, and will travel t 
western states. 
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No. 738 MID-VICTORIAN SLEIGH 


Loads of display space in this old fashioned sleigh of A sentimental unit with lots of practical value .. . ideal 
frosty white shaded with delicate blue . . . rich gold molding for ledge, window or department use . . . charming white 
: trim . .. brilliant red runners . . . lend a note of hansom cab shaded with delicate blue . . . rich gold 
| old time Christmas charm to your store with this unit... foil covered top trimmed with gold braid . . . gold spoke 
size 40" x 23" x 18". wheels . . . bright red axle and tongue... 
size 46" x 37" x 15". 
Each $15.95 Each $32-50 


Write for our Christmas Brochure DOKR R 


DISPLAY DESIGNERS AND MANUFACTURERS ® SECOND AND MASSIE STREETS, 


No. 747 CHRISTMAS HANSOM CAB 





and aasoctathe— 


PORTSMOUTH, OHIO 











Natural Creations 





Allow us to suggest 
an individual Christmas 
for your store windows and interiors 


This unit of white frosted root, branches, and twigs has a 
satin tufted seat for a mannequin. _ Christmas balls are 
attached to twigs with prepared pine. Our units are made 


individually to fit your dimensions. 





Display Materials and Showrooms 
241 East 36th Street 
New York 16, N. Y. 
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SPARKLING WHITE PLASTIC SNOW. 
PACKED IN ONE AND TWO BUSHEL 
CONTAINERS. VERMIN-PROOF, RE- 
USABLE. SPECIAL £lactéc sno 
DISPLAY PRODUCTS INCLUDE 
SNOW BALLS, BELLS, STARS, 


WRITE FOR NAME 
OF YOUR NEAREST 
WHOLESALER 


2943 E. Warren Ave. 
Detroit 7. Michiaan 








BIRD HOUSES for DISPLAY 


Within the reach of every 
Display Window 
7¥mx5x5... 17’ ea. 
(In quantity) 
IMMEDIATE SHIPMENT 


RUSTIC FURNITURE CO., Inc. 


“Parkcraft’’ 
Phone 68 Day— —Night 147 
Black Horse Pike at R. R. 
Williamstown, N. J. 
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St. Louis Guild Host 
To Cecilia Staples 


By ARTHUR W. McMAHON 
Glaser Drug Company, St. Louis 


HE newly elected officers and board of 

directors of the St. Display 

Guild, together with top ranking dis- 
play executives from the St. Louis stores, 
were hosts to Cecilia Staples, Staples-Smith, 
Inc., New York City, at a delightful dinner 
held at the Camille Shop on Wednesday eve- 
ning, July 30. Twenty-seven members of the 
Guild were invited to attend. Following 
the dinner, during which Miss Staples talked 


Louis 


| of her history and years in the display 


field, the entire party drove several blocks 
to the Park Plaza hotel, where Miss Staples 
had engaged a suite during her stay in 
St. Louis. Here the talks were continued, 
and Miss Staples graciously answered ques- 
tions on art, design, color, papier mache, 
and exhibited the books she has 
collected containing newspaper and maga- 
zine articles relative to the type of work 


many 


she has done. 

Members of the Guild brought to her 
attention the great need for a yardstick to 
measure the value in dollars and cents of 
Members of the 


display to the retailer 


—Upper left, in the usual order, Joseph Mor- 
eno, Kline's; Cecilia Staples; Louis Koser, 
Klines. Upper right, in the foreground, 
Armand Raining, Boyd's; Irene Nolan, stylist, 
Stix, Baer & Fuller. . . . Lower left, Mrs. Rose- 
mary McMahon, secretary of the St. Louis 
Display Guild and assistant display manager 
for Glaser Drug Company, and Otto Lasche, 
Kline's, president of the Guild. Right, 
foreground, Syl Rieser, Stix, Baer & Fuller; 
extreme right, Al Stoops, Stoops Floral Com- 


pany— 


St. Louis club have set themselves this 
year to attempt in every possible manner 
to bring about research into this question, 
in order that display and displaymen may 
attain a rightful place in the promotional 
scheme in retail selling. 

Miss Staples assured the membership that 
she was in hearty accord with any plan 
which would aid in attaining this goal, and 
said that she would go further into the 
matter when she returned to New York City 

Officers and directors of the St. Louis 
Display Guild in attendance were Otto 
Lasche, president; Joseph Mercurio, vice- 
president; Rosemary McMahon, secretary; 
John Stoppenbrink, treasurer, and Leo Van 
Coutren, sergeant-at-arms. Directors in- 
cluded Sidney Durham, Joseph Abeln, Har- 


vey Smith, and Arthur McMahon. Display 
executives attending were Miss’ Grace 
Everest, Syl Reiser, Armand _ Raining, 


Edward Lamprich, Lou Koser, and Frank 
Tello. Wives of the members, and _ several 
display factors completed the party. 





Stillman Announces 
Metallic Mache 
Stillman Art 354 West 42nd 
street, has announced a new line of papier 
properties having a 


Displays, 
mache display novel 
metallic finish. 


Co-Display Managers 

For Fort Worth Store 
Meacham’s, Fort Worth, has 

Jacques Burdick as 


with Vicki Fiali. 


appointed 


co-display manager 
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"Eroedom Train" To Inspire 
Hundreds Of Displays 

oposing to make American citizens more 

e of their freedoms and privileges, and 
to reawaken them to the knowledge and 
eciation of the American system of 
nment, the American Heritage Foun- 
n, through the “Freedom Train,” will 
spend a whole year touring 300 cities, ex- 
biting over 100 original documents otf 
uur civil rights, such as the Declaration of 
Independence, the Bill of Rights, The Con- 
titution, the Emancipation Proclamation, 
etters of Thomas Jefferson, George Wash- 
ington’s account book of expenses as Com- 
mander-in-Chiet of the Continental Army, 


- 


and so on. 

The “Freedom Train” begins at Philadel- 
phia on September 17, 1947, with the en- 
dorsement of all media of advertisement, 
educational and community organizations, 
and of the retail trade through the National 
Retail Dry Goods Association, the American 
Retail Federation, and the Central Council 
of Retait Associations. These will work in 
unison with the display industry, considered 
to be the focal point of the campaign as 
display can carry the message to the public 
at a glance. 

Retail stores with their various promo- 
tional methods can afford one of the most 
important focal points of the entire pro- 
gram, and much of its success depends upon 
this cooperation. Retailers are asked to 
contribute support through store-wide pro- 
motion, window and counter display, fashion 
hows, envelope inserts, interior decorations, 
newspaper, magazine and radio advertising, 
metered mail, house organs, and any other 
tle-1ns 

Two weeks prior to the arrival of the 
“Freedom Train,” the community projects 
me week of advance promotion and cele- 
brates the second week as “Rededication 
Week,” which is broken down into = such 
special events as Veteran’s Day, Interfaith 
Day, Labor Day, Commerce and Industry 
Day, School Day, ete. 

Foundation stands ready to give 
assistance and information necessary 
rough its research department on = such 
ibjects as music, suffrage, sports, liter- 

dancing, education, and the _ like 
ugh the Foundation, access can be ob- 
to the original documents through 
e archives, the libraries, and the private 
tions. Write American Heritage Foun- 
tion, Inc., 1501 Broadway, New York City. 
For display it is suggested that themes 
ken from any historical events which 
our country’s fight for preservation 
special freedom we enjoy. 
lhe “Freedom Train” itinerary will be 
rded interested persons as soon as it 
pleted and approved by the railroads, 
campaign booklets and special in- 
tion fo the retailers of the United 
will be sent as soon as they are 


1.1 
rie 


\+ 


campaign emphasizes that we not 
ur freedoms for granted, but that, 
we all do our part as citizens and 
that “Freedom is Everybody's Job,” 
treedoms may be lost. It is free of 
‘litical implications, is non-partisan 
1-controversial, and seeks by affirma- 
| constructive methods to combat the 
cedom influences in this country. 
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1 ] 4 ] ~ ~ 
| hanks tor vour visit to our display at the \ hicago Convention 


} } 


Display directors ot both continents look to Corsillo 

tou the latest In Mannequin wigs First to introduce the real 
] - ° 

hair, interchangeable mannequin wig .. First with 


the interchangeable synthetic and plastic wig, and now 


First to present the adjustable interchangeable Wig. 


Color-in-Wigs tor vour sales promotion will he 


our suggestion next month 


_Ask your display distributor 


cr nonoeqie nonvee MAMMCUTTCO)NTELON a 


turer... or write direct te 


. , y 7"@ , . d >- 
Lestguers of Bo Hatri Kreces 


Corsillo for the name of 


; HO tL LY WOO D 
the nearest supplier. 











- FOR FLEXIBILITY 


ao ae 1 2 0 


@ Can also be used for skirts 
lacks, suits and blouses 

@ 2 adjustable rods 

@ 24 x72" x68 

@ Bleached oak finish 





@ Recessed black lacquered 
pase 
(F.O.B. our Warehouse) 


helsea STORE FIXTURE MFG. CO. 


Factory & Showroom: 7 E. 19th St., N. Y. 3, N. ¥Y. GR 3-1450 

















USE THE Granular Display Materials 
OPPORTUNITY EXCHANGE WOOD FLAKES — SNOW 
For any WANT AD purpose: DIAMOND DUST —TINSELS 
POSITION WANTED POSITION VACANT Used extensively for Window Displays. 
DISPLAY EBUIPMENT FOR SALE , 
REPRESENTATIVES WANTED National Sawdust Co., Inc. 
$3.00 Per Column Inch — CASH WITH ORDER 65 N. 6th St. Brooklyn 15, N. Y. 
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Midwest's New 


FLEXIBLE MAN MANNIQUIN: 


With 2 Bodies — sits, stands, flexes to 
any position! 









Used by the finest stores in the country, aggressive display 
men give Midwest’s latest addition the flexible Man 


Manniquin an overwhelming welcome. It's mew, it’s 
different well made of light composition the only 
flexible man manniquin on the market and with 2 


bodies to give you maximum usage at a saving in cost 
IT'S FLEXIBLE 


Its demountable head can be turned in any direction, also 


up and down the arms adjust to any position the 
top torso can be used for sitting, standing, bending, 
flexing 2 bottom sections, one for standing, the other 
with adjustable legs for sitting, squatting, crouching, 
loafing positions overcomes all the limitations of old- 
fashioned models It is flesh colored and has attractive 
features 
ORDER NOW 

Be ahead of the parade Order your Flexible Man 
Manniquin today you'll never be satisfied with any 
other Choice of heads also extra heads available 


Write for new fixture & display catalog 


MIDWEST 
MANNIQUIN DISPLAYS 


MILWAUKEE 2, WIS. 






532 N. WATER ST. 


SNOW BLOX 


PLASTIC 








Super Light-weight 
Handles Cleanly 


Cuts Smoothly with Ordinary 
Kitchen Knife — No saws or 


tools necessary. 


Carve It— Make your own 
Letters or Santas, etc. 


Color It for Effect 


ECONOMICAL 


50c the block in gross lots or over. 


Direct or Your Jobber. 


MALROS COMPANY 


“The House of Colors” 
BOX 289 DOVER, N. J. 
Factory: Center Grove Rd., Dover, N. J. 
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DISPLAY LIGHTING 
[Continued from page 78] 


to ten times that of the environmental light, 
and produces the desired sparkle. The cool 
fluorescent diffuse lighting fills the diamond 
with the desirable blue tones to overcome 
the warmth and yellow of the selling light. 
Such a lighting system, when properly en- 
gineered, eliminates the necessity of any 
separate illumination in the show case, as 
the selling light completely performs this 
function. 

Most soft merchandise made from colorful 
fabrics, with their multitude of weaves and 
textures, is better illuminated by a com- 
bination of diffuse cool and_ directional 
warm light in ratios of levels of one to 
Generally the lamp used in 
conventional show case lighting is so close 


three or four. 


to the merchandise and such a high level 
results that fading becomes a serious prob- 
lem. The high level directional selling light 
we have mentioned, properly located in rela- 
tion to the case, can satisfactorily do double 
duty as in the example cited for diamonds. 

As to the interior of the show window, 
the great majority of show windows, when 


TRADE PERSONALITIES | NO. " 
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on the street, are actually lighted mainly b 
daylight. If they face the north or ar 
oriented and there are no awnings o 
canopies, but are in shade, they are sati 
factorily illuminated by the sky. If th 
are facing the sun and there is an awni! 
they receive a considerable amount of | 
flected light from the sun. 
have illumination up to 250 footcandles f; 
this daylight source alone. 


It is possible + 


It is also p 
sible, when necessary, to produce artificia! 
up to 500 or more footcandles and it is 
entirely possible today, rather economical! 
to create brightnesses of 200 to 400 foot 
lamberts inside of a display window 
keeping light colored backgrounds. 

Let’s see now what has to be done to 
eliminate reflections. First a piece of plate 
glass has two polished surfaces and as such 
is about 8 per cent efficient as a reflector 
It has been empirically established that 
when the eye is trying to see through the 
glass an object or surface, which we will 
hereafter call the display (and which, oi 
course, includes its background), and _ that 
the brightness of this display is twice that 
being reflected in the glass, the reflection 
on the glass or veiling glare will not be 


by Tony Brinker 
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Deen HIS DISPLAY CAREER IN 1925 
WITH ARNOLO CONSTABLE , NEW YORK, 
AS SHOWCARD WRITER, FIXTURE BOY, 
PORTER , AND GENERAL ASSISTANT 
DISPLAY DIRECTOR . DISPLAY DEPT. 
CONSISTED OF TWO ... DISPLAY 
MANAGER AND HIS STAFF. ARKOW 
WAS THE STAFF! 2 YEARS LATER 
WAS MADE DISPLAY DIRECTOR AND 
IMMEDIATELY ADDED 5 PERSONS. 
(AT (9 WAS YOUNGEST DISPLAY HEAD 
OF A MAJOR STORE IN THE UNITED 
Cranes. HELD THIS POSITION FOR 5 
YEARS, HELD SIMILAR POSITIONS WITH 
WISE SHOES, OPPENHEIM COLLINS, 
AND GIMBLE BROS., PHILADELPHIA. 
DELIVERED ADDRESSES DURING THIS 
PERIOD AT MANY LAD.M. CONVENTIONS 
AND IS AUTHOR OF MANY PAPERS AND 
ARTICLES ON DISPLAY, VISUAL MERCHAN- 
DISING, INDUSTRIAL DESIGN. WENT 
INTO BUSINESS IN [94] PROMOTINGA 
NEW TYPE OF PAPER SCULPTURE... 
THEN INTO THE NATIONAL DISPLAY 
FIELD. 1S NOW ONE OF THE 2 CHIEF 
EXECUTIVES OF HIS COMPANY. 
AS 





ASeaveis EXTENSIVELY AND 1S KNOWN 
PERSONALLY BY MOST OF AMERICA'S 
TOP DISPLAY MEN. HAS A CHARMING 
WIFE AND TWO LOVELY CHILDREN, 
ESTA MAY AGE 6 AND A BRAND NEW 
BABY, PHILIP SAUL. ARKOW IS AN 
ACCOMPLISHED PIANIST, A DEVOTEE 
OF THE CONCERT ANDO THE OPERA, 
ENJOYS CHESS , CHECKERS ’ GIN 
RUMMY, AND POKER ANDO PREFERS 
GOLF TO ALL OTHER OUTOOOR SPORTS. 


Sthuad, SCUAQAY 


ARKOW-LEWIS ASSOCIATES 


PHILADELPHIA, PENNA. 
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"LICO" is the Reg. United States Patent Office TRADEMARK OF LUSTRA-CITE INDUSTRIES, INC. 


WORDS! 


| 

cannot describe our new line of | 
plastic displayers. You are cordially | 
invited to inspect them at your | 
| 

| 













nearest "LICO" Display Distributor. 


get your name on our mailing list! 














P. S. Our custom department is always We are specialists in Point of Sale 


available for your specials. Displays for National Advertisers. 

















2256 WEST ZETH ST., Mew reen CITY t, Met. 
"LICO" is the Reg. United States Patent Office TRADEMARK OF LUSTRA-CITE INDUSTRIES, INC. 
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Genuine, Fine Woodgrain Patterns in Sheets 
Size 34” x 48”... only $1.35 each! 


Onartereed Walnet light as ts 

paneling background of fine men’s wear Apply WLS wood grained Structural Papers over 
sture window, stimulates actual wood grain any flat or curved surfaces. Renew the beauty of old 
fixtures, wall surfaces, windows, columns, elevators, 
showrooms, partitions, bases, pedestals, exhibits 
-.- yes... most everywhere. Adheres smoothly to 
surfaces, gives appearance of genuine, fine grained 
wood finishes. Is sun fast and waterproof, will clean 
with soap and water. Cellulose surface gives luster 
of genuine wood finish, protects surfuce against 
soiling and scuffing. 











Illustrating beautiful geinins in full 
sheet of Quartered Walnut, Dark. 












Choice of following 
woodgrain patterns 
SP-100 Burl Walnut SP-105 American Walnut, Natural 
Brown 







SP-102 — Walaut, French 
rowa SP-107 Quartered Walnut, Light 
SP-103 - —¥ Walnut, Hollyweed $P-109 Prima Vera 


y 
SP-104 Quartered Walaut, Dark SP-110 Striped Mahogany 


Send for FREE catalog with 
actual swatches of each pattern. 


W. L. STENSGAARD AND ASSOCIATES, INC. 
346 N. JUSTINE STREET - CHICAGO 7, ILLINOIS 
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looking for... 


e SUBSTANTIAL CONSTRUCTION 
e IMPROVED REMOVABLE BARS 
e CLOTH BOUND e HOLDS 12 COPIES 








These binders are beautifully bound in maroon, with the 
title in gold. Each holds a full year's issues of DISPLAY WORLD. 
Insertion or removal is easy and fast. Keeps your copies clean 
and handy for reference. 


$ 2.50 Each 


POSTPAID 


Orders accepted for UNITED STATES AND CANADA ONLY because of 
shipping difficulties. 


DISPLAY WORLD . CINCINNATI I, OHIO 
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There is one modifying 1 
tor, however; the above statement is tri 
when the brightness being reflected in the 


objectionable. 


glass is fairly uniform. 

Even when the ratio of reflected to viewed 
brightness is unity, the condition is satis 
factory; but when it reaches a ratio of ty 
we have what might be called the threshold 
of destructive veiling glare and any 
creases in this ratio reduces the ability 
the displayed area to attract attention 


cs 
most in proportion to the increase in ratio i 
For example, when a ratio reaches five you 
have an impossible condition and you have 
destroyed the primary function of the dis- DE 


play. With these brightnesses and_ these 
ratios in mind, it is obviously impossible, 
when reflecting sunlighted and _— other 
brightly lighted exterior areas exceeding 
200 or more footlamberts, to correct. this 
with artificial illumination without con- 
siderable expense and generation of heat. 
Accordingly, when your store is located on 
a wide street or surrounded by low build- 
ings or open areas so that large areas of 
sunlighted pavement and especially of sky 
are reflected, there is only one solution. 
This is to so geometrically dispose the 
enclosing glass that surfaces, and prefer- 
ably plain surfaces, can be reflected which 
have low brightnesses. 





Of course, when the store is located in 
the canyons that exist in some of our large 
cities where the sunlight seldom reaches 
and which are subjected to very little sky- 
light, the problem is materially simplified 
When we can reflect dark buildings or 
medium toned buildings in shade, possibly 
from a canopy, or surfaces within the store 
or a part of the store structure itself and 
over which the designer-architect has com- —_— 
plete initial control, our problem is easily 
solved. This can mean an arrangement in 
plan whereby most of the important glass 
surfaces are at right angles to the street, 
as in some arcade type fronts. In_ this 
manner, from the exterior viewpoint ap- 
proaching the display, the lower brightness 
on the interior of the store and other win- 
dows is harmlessly reflected. Another 
method is to slope the glass in section to 
reflect floor areas inside the building line 
or the ceiling of a marquee or canopy, that 
are of low brightness because of their tone 
and the fact that they are in shadow. When 
the glass slopes backward as it would if 
reflecting the ceiling or a canopy, care must 
be taken that there is not too much dust 
in the vicinity because it would require 
dusting one or more times a day. The 
curved glass arrangements which have been 
used many times in the past are based on 
this principle of reflecting low brightnesses. 
When the areas reflected have to be in- 
side the building line, this type of front in 
some cases can force the merchandise too 
far away from the normal viewing position 

In any event it is simply a matter of 
carefully studying and analyzing the pos- 
sible brightnesses in the neighborhood, 
applying simple geometry in developing the 
design, and carefully planning the lighting 
to provide the proper brightnesses. 

You will see many demonstrations iff the 
future of the application of brightness en- 
gineering. It is the one sound approach 
to putting your carefully designed display 
in the best possible light. 
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GENUINE STRUCT... BENDS ORIGINAL 
OF TEMPERED MASONITE | 
For Moderu Remodeling aud Yew Coustructiou | 
‘ Available Cire tes 
a Catalogue | 
Blueprinting | 
; Seventeen i. 
DESIGN Basic Designs | 
: 2 Available | 
é | 
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One of an entire bank of window backgrounds constructed of Structural 
Bends. Isaac Baker & Sons Co., Erie, Pa., Chas. Leach, Display Mgr. 








Made of strong, tempered Masonite Presdwood, Structural Bends are a practical, inexpensive mate- 
rial for creating outstanding treatments for smart, modern window backgrounds, interior and 














remodeling construction. They are flexible ... easy to cut... construct... finish and install 
x . . . Quickly interchangeable to meet daily er seasonal requirements. Seventeen basic shapes, 
; A POPULAR DESIGN available in 8 foot and 12 foot lengths ... Any height ... any shape ... any size area 
WITH HUNDREDS OF can economically be treated. They are designed to meet the requirements of modern construction 
1 PRACTICAL USES. for store interior, backgrounds, equipment and display, new construction, remodeling. Time tested 
8’ long . 
ONLY $2.90 for creating outstanding effects . .. at low cost. They are in stock, available for immediate 
? shipment. Plan your needs ... Place your order now! DESIGNS AVAILABLE 


DISTRIBUTED EXCLUSIVELY BY 


W. L. Stensgaard and Associates, Inc., 346 N. Justine St., Chicago 7, Ill. 


AMERICA'S 
LARGENT Ttamisoxra ~~ 7 


164 WEST 25th ST. ; 
NEW YORK 1,N. Y. 


| 

| 

\ ANTHIN Send complete details about on- | | 
premise refinishing for __. Manikins | 

| 

t 


21” wide . . . durable... modern .. . extremely practical ... affording almost unlimited opportunities : _ 
| 
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THIS MONTH'S FEATURE 
TOPS THE LIST! 


No. 803 Revolving Hosiery or Tie Stand 


20” high 14” arm span — Center Sign 


Holder Heavy Stem and Base— Heavy 
Center Revolving Block. Eight Special 
Double Arms —Special Ticket Slotted 
Grip Guide at each end of arm All 


Polished Plastic 








Write for Photographic Illustrations 


” 
@ ARTHUR ELKINS DISPLAYS 

gy 344 East 1490h St.. N. Y. Si, N. Y. 
eeceeeeeeeeeeeco 





Cropicraft 
WOVEN-WOOD SCREENS 


and Draw Drapes are now in stock for immediate delivery 


You sweep away monotonous sameness with Tropicraft fluid 
flexible display screens. Lightweight and portable, they roll up 


tightly are easy to carry and arrange t y one person 


Woven-Wood screens and drapes are also custom built to your 
exact requirements. Up to 12 feet high and any length or color 


Standard present stock sizes and color: Desert Gold 


high and 7’ long, each $12.60 - 9’ high and 7’ long, each $18.90 


now for immediate delivery 


IREPILRART 


S35 SUTTER STREET, SAN FRANCISCO, CALIFORNIA 


FOB San Francisco. Order 
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Jewelry Display Firm 
To Incorporate 

Incorporation papers for Ken Drsplays, 
Inc., manufacturer of displays for jewelers 
and opticians, have been filed in Columbus, 


Ohio, by Ken Matsumoto, Henry J. Ishi- 
kawa and Mo Igasaki. The firm has been 
operating as a partnership at 1109 Main 


street, Cincinnati. 

Matsumoto, president, operated a similar 
firm in Los Angeles before the war, while 
Ishikawa served with the armed 
Eight of the company’s employees 
Italy with the 


forces. 
saw 
Nisei 


service in famous 


battalion. 





Tennis Week Contest 
Won By Cannon 

Zane William Cannon, A. J. Schrader & 
Co., Warsaw, Ind., repeated his victory of 
National Baseball Week by taking first 
honors in the window display contest which 
featured the observance of National Tennis 
Week, May 24-31. Cannon received a $50 
Savings Bond from the Sporting 
Dealer, St. Louis, which sponsored the ob- 


Goods 


servance, and a “Revolvo” displaver from 


Display Impressions 
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Revolvo Displayers, Peoria, Ill. Cannon is 
the second man to score two victories in 
Dealer-sponsored contests in a single year 
during the past decade. 

Second place and a $25 Bond was won )by 
Lawrence FE. Joynt, of Morehouse & 
Wells, Decatur, Tl. Awards of $10 in 
Savings Stamps were made to the winners 
of third, fourth and fifth places, Jack A, 
Hybarger of Leonards, Fort Worth; Josep) 
Kennedy of Scruggs, Vandervoort & Bar- 
ney, St. Louis, and Joseph B. Whitney 
the VanDervoort Hardware Company, La: 
sing, Mich., respectively. Hybarger was the 
first place winner last year. 

In a special division for small dealers the 
entry of John P. Lillywhite, of Harry 
Lillywhite & Son, Southampton, N. Y., was 
awarded first place and a $25 Bond. 


= 


Popolow Leaves 
Atlas Display 

Meyer M. Popolow has announced that 
he is no longer a partner in the firm of 
Atlas Display Service, 329 Livingston street, 
His future plans have not been 
disclosed as yet. 


Brooklyn. 


By Tony Sendoykas 
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— Display Department Secretary — 
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eductive etting 


for 
N LOVELY LINGERIE 


Use the sparkling glamour of tion and samples. Let this 
Fiexglass to give an irresist- exciting, modern material 
ible charm to dainty feminine help you create more entic- 
apparel. ing, more distinctive displays. 


e e e 
W herever used wile scintillant Flexwood and Flexglass are manufactured 


Flexglass displays add Sales and marketed jointly by United States 
Plywood Corporation and The Mengel 


Appeal to merchandise. Gann. 


Flexglass is made of shining Ross Frankel, Inc., New York, designed this 
segments of REAL glass... effective lingerie display for Mangel’s Depart- 


ment Store in Birmingham. Notice how the 


cut into squares or rectangles panel of white mirror Flexglass softly accent- 
- uates perspective. With Flexglass, striking 


and permanently bonded to = effects like this are easily attained. 





a fabric backing. 
FLEXGLASS — The Glass that Bends. Genuine glass 
Write today for full informa- rectangles mounted on flexible fabric backing. Readily 
cemented to flat or curved surfaces. Mirrors, dewdrops 
and opals ... in many different colors. 








The Glass That Bends 


UNITED STATES PLYWOOD CORPORATION ss swensitnsieot Now york 1,5. 








[SEe= eer ene 





ntroducing a. 3 


the wonderful 


“WONDERFORM KIDS” 


@ Sensational new mannequins representing tots from 


four to seven. : NOVELTIES 


@ Of airfoam sponge latex covered in flesh colored 








AND 






rayon and cotton fleece ... with rayon yarn wigs. 


@ Completely pliable and marvelously versatile. — 
3? W. 37 SI. NEW YORK 18, N.Y. 


@ The perfect mannequins. for your tot size merchandise. 





For further details write for the illustrated “WONDERFORM KIDS” folder. 
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Where are the Tacks? 


No need to look for them. They're 
right in the magazine of the 


STAR * 


One Hand Operated 


AUTOMATIC TACKER 





Model S18 Tacker 


Just press down on the handle to operate. 
Tacker weighs only 29 ounces. Hold work 
with one hand and tack it with the other. 
Tack close to edges and corners. Tack 
where you can't swing a hammer. 

Twinpoint staple tacks hold better and make 
only tiny inconspicuous holes. 





readers of 


Display 
Model SI8 Tacker and 
5000 staples $8.75 
Money Back guarantee. 


Special offer to 
World — | 


STAR PAPER FASTENER COMPANY 


Display Supplies Department NORWALK, CONNECTICUT 








RIBBONS 


Direct from Manufacturer to You 
® 


DISPLAY JOBBERS TAKE NOTICE 
We Solicit Your Patronage 


o 
ALL WIDTHS — COLORS IN STOCK 


and to Your Special Order 





IMMEDIATE DELIVERY on Hard-to-Get Colors as 
Orange, Eggshell, White, Rust, Gold and Maroon 


GROS-GRAIN RIBBON OUR SPECIALTY 


Also Cut-Edge Taffeta and Satins 


J.BURLOCK COMPANY 


105 W. 40th St., New York 18, N. Y. LOngacre 5-3514-5 
Selling Agents for 


THE POST NARROW FABRICS CORP. 


Middletown, Conn. 
MANUFACTURERS OF RIBBONS 


























PLAY made in the latest Fifth Ave- 
WIN DOW DIS nue fashions—or your own 
A description. Perfect fitting. 
MATERI a Wholesale and Retail | 
For particulars write | 


BECKER SIGN SUPPLY CO. 
319-321 N. Paca St. Baltimore 1, Md. 





Window Display Equipment Co. 








e@ Please Mention DISPLAY WORLD When 525 West 36th St. New York 18, N. Y. 


Writing Advertisers 
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| Own Company Formed 
| By Reuben Sabetay 
Reuben Sabetay, who recently resigned as 
display manager of L. Bamberger & Co, 
has announced the establishment of Sabetay 
Associates, of 109 Frelinghuysen avenue, 
Newark. The new firm will specialize in 
| silk screen, die-cutting, custom-built wood 
| construction, and mass production of small] 
display fixtures. 
| Sabetay is well known throughout the 
| metropolitan area for his work on Bam- 
Thanksgiving Day parade. He 
designed many of the floats during the past 
15 years and also planned the various parts 
of the mile-long parade. His duties included 
| hiring and costuming the 500 performers. 
Sabetay came to Bamberger’s in 1931 as a 
displayman on the first floor of the store 
and two years later was promoted to 
assistant display manager of the store. He 
was made display manager in 1939, and 
when he relinquished the position he headed 
a staff of 20 persons. Sabetay was formerly 


berger’s 


| emploved at M. O'Neil & Co., Akron. 





Charles Zeiler Joins 
Burton-Rodgers, Inc. 

Charles H. Zeiler has joined Burton- 
Rodgers, Inec., Cincinnati producer of ad- 
vertising displays, convention exhibits, store 
fixtures, and itinerant displays. As assistant 
to the president, Zeiler will have charge of 
all production, purchasing and estimating 

He comes to Burton-Rodgers after 15 
years in display production, the last seven 
of which were with W. L. Stensgaard & 
Associates, Chicago, where he was_ plant 
manager, performing duties similar to those 
he assumes in his new position. 


Artificial Fruit 
For Display 

Ten varieties of fruits are now being 
simulated realistically for display purposes 
by Ray’s, 2442 Fifth avenue, San Diego. 
Included are tangerines, oranges, avo- 
cadoes, pears, three kinds of apples, and 
others. Each is hand-cast in rubber molds 
and finished in durable lacquers. A_ nail 
on the back of each unit holds the fruit in 
any position. While primarily designed to 
serve as permanent displays for groceries 
and fruit-stands, the simulated fruit has 
many other display uses. 





Morton's, Washington, 
Appoints Siele 

Joseph Siele, Jr., has been appointed dis- 
play director of Morton’s stores in Wash- 
ington. Siele was formerly with May’s 
Department Store, Brooklyn, and prior to 
that time was with Goldblatt Brothers, 
Chicago. The Washington firm specializes 
in misses’, women’s and children’s apparel. 





Plastic Jewelry Stand 
Uses Suction Cup 
Produced by The Blue River Plastics 
Mig. Corporation, 329 Canal street, New 
York City, a new plastic jewelry stand 
comes equipped with a rubber suction cup. 
It is designed to be affixed directly to the 
window glass or to the counter. 


1947 
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Darling Coast Office 
Headed By DeVol 


The L. A. Darling Company, Bronson, 
lich., announces the appointment of Haydn 
DeVol as direct factory representative 
the West coast. DeVol is well known 
the display field, having been president 





— Haydn R. DeVol — 


the Art Products Company, Detroit, for 
25 vears. 

His headquarters will be at 3114 West 
75th street, Los Angeles 43 The L. A. 
Darling Company also maintains both offices 
and showrooms in Chicago and New York 
City 


Window Displays Part 

Of Magazine Promotion 

Outdoor Life, sportsman’s magazine, has 
completed an elaborate promotion plan in 
which window displays are an important 
part Each month the publication sends 
folders of promotional material to a key 
department store in each city, each tolder 
containing two Kodachrome pictures of dis 
plays designed by Madison Advertising 
Company, New York City. The suggested 
displays contain seasonal sportswear and 
accessories advertised in the magazine and 
Id in the stores. Window cards and 
similar material are also supplied. 


Animal Heads Available 
For Men's Mannequins 


\nimal heads to be used as novel re- 
icement for the heads on men’s manne- 

ins are now being produced by Wayne 
Jinkins, 444 Highland avenue, San Ber- 
rdino, Calif. Said to be already in 

fective use by stores on the West coast, 
heads are either flocked or painted and 
inv standard men’s figures 


Price Ticket Booklet 
ls Available 
Display Marketers has released an eight- 
ige brochure showing its line of price 
ckets in full color, and copies may be had 
request to the firm at 227 South Fifth 
reet, Philadelphia 6. 
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SOROLL-THN 


The national standard for quality and color range for scroll 
signs, window cards, art sketches, paper sculpture, show-case 
trimming, etc. Used by practically all the leading stores of 
the United States and Canada. 

16 COLORS: White @® Cocoa @ Moss Green @ Terra Cotta 
@ Claret @ Samar @ Wild Rose @ Silver Gray @ Old Gold @ 
Powder Blue @ Teal Blue @ India @ Marine Blue @ Lemon 

@ Flame @ Black 
SHEETS: Size, 26'' x 40° — $18.00 per 100 e@ Less than 
50-sheet Lots — .22 per sheet @ (Assorted as desired) 
Sample Book Available 


WALLBOARD 
TUBES 


Best Quality. Immediate Shipment from Lansdowne. 


Diameter 

114" $ .60 
4" 2.10 
6" 2.50 
8" 3.45 
10" 4.45 
2” 6.00 
i6" 8.25 


All tubes stocked in 

9 Ft. length only. 
114"" tubes have %" wall — 
—all other sizes have %"' wall. 


‘i 





iN 




















Do you have a copy of our New 
Enlarged Fall and Winter Catalog? 







INC. 123 E. BALTIMORE AVE. 
LANSDOWNE, PA. 


















MANNEQUIN 
BENCH 
ALL LUCITE 


Sturdy and practical for show 
window, store interior and 
many other display uses. A 
beautiful unit of top qualty 


A versatile display prop that 
will pay its way many times 
over. A necessity for every 
display department. 


WRITE FOR PHOTOS 
S. SOBEL DISPLAY 
FIXTURE CO. 

143 Grand St., New York City 
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operation of Hansen Tackers. It means, 


for you. Many uses —here are a few: 


Erecting counter and window displays. 
Securing posters to supporting strings. 


* 
e 
6 
@ Fastening easels to backs of cutouts. 


80 sizes, widths and lengths. 








BALANCED DRIVE" describes the combination of accuracy, speed and ease of 


too, 


Attaching articles direct to display cards. 


Hansen Tackers and Staplers are made in 36 different models. 


Choose Hansen for better display and sign tacking 





HANSEN 
TACKERS 


better displays — faster sign tacking — 


@ Tacking up indoor and outdoor placards. 
@ Stringing hardware to display boards. 
@ Sealing transparent bags and containers. 
@ Mcking floral blankets, bunting, etc. 


Staples consist of 





5 Be ricoys A.L. HANSEN MFG. CO. 


5041 RAVENSWOOD AVE. 


aia \ clement ei 






























“BEST” No. 75 CLIP UP TYPE LAMPHOLDER 
For the Popular Reflector Spot and Flood Lights 





BEST DEVICES COMPANY 


As illustrated, with 6' of approved 
rubber cord, substantial plug and 
push-through socket, but less lamp, 


1-30 ea. 


Order an ample supply today 
If he 


cannot supply you, write or order 


from your Display Dealer. 


from 


10516 WESTERN AVE. 
CLEVELAND 11, OHIO 





























RAISED GLASS LETTERS 
ALL STYLES - { SIZES 
PLASTICS, STOCK AND FROM SKE TC H 

ALSO “VIKING tue t,.8 - a ee? ee 
\ 1? | ‘ 
FALK GLASS PRODUCTS CO. 
9 Union Square New York 3, N. Y. 








Dried Decorative Materials 
from CALIFORNIA 
TEASELS in all forms; artichoke blossoms; Indi2 
thistle; date palm florettes; grape stumps; man- 
zanita branches; dried grain heads; eucalyptus 
pods; pine cones. 
THE WATSON COMPANY 


?1 CLAREMONT AVENUE, SAN JOSE, CALIF 
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Exclusive Shop Uses Plastic 
For Display And Decoration 
Plastic plays a leading role in the rr 
cently modernized Tribout Specialty Shx 
of the John Wanamaker store, Philadelphi 
providing the setting for an exclusive li 
of women’s apparel and accessories 
shatter-resistant “Plexigla 
both rectangular and = row 


Lightweight, 
is used for 
display cases in which ready-to-wear aj 
accessories and jewelry are visib 
sides, vet fully protected tr 
Advantages of plastic a1 
} 


parel, 
from. all 
dust and dirt. 
that it stands up well under abuse, can 
easily resurfaced without disassembling | 


waxing and polishing to remove mino1 
scratches, and requires a minimum of ey 
obstructing hardware. 

Plastic has replaced wood, too, in tl 
wall-recessed drawers that hold 
Designed to fit. the 


size and shape of the items contained, thi 


shelf-type 
ready-to-wear apparel. 


one-piece plastic drawers increase the usabl 
space by as much as 250 per cent 
attractive 


storage 
and provide for display of th 
store merchandise. 

A large transparent plastic panel, adorned 
separates the fitting 


with ceramic flowers, 


rooms from the sales section and comple- 
real - flower 
Plastic signs guide custo 


ments arrangements 
about the shop. 


through — the 


placed 


mers special section of thi 
store. 


Kolograph Announces 


Sales Representatives 

The Kolograph Company of Los Angeles, 
manufacturer of three-dimensional “Kolo 
plak” display units, has named its national 
sales representatives. Representatives lo 
cated in the nation’s major cities are hand 
ling reorders trom national advertisers wh 
have found the small display units a good 
advertising medium. 

Kolograph named — are 
Charles S 


representatives 


Frisbie, Milwaukee, as general 


sales manager; Herbert H. Cooper, Los 
Angeles, Western sales manager; George 
F. Robinson, St. Louis; Haydn & Cate 


Boston; Fairbank Sales 
pany, Seattle; Dealer Sales Builders, Sat 
Francisco; W. W. MacGruder, Denver; 
Donald C. Smith, Chicago, and Elton H 


Duluth, Minn. 


Equipment Com- 


(sujer, 


California Store 
Wins Contest 

Kuechler’s, 447 East Main street, Stock 
the watcl 


ton, Calif., is first place winner © 


] 


band displav contest staged by the Gemex 


Company, Union, N. J 


This contest, which was open to jewele! 
throughout the country, was based on t 
best disp a\ 1 Wate bands lor Motl ers 
Day, in a window or a store interior | 
» ( vas ~ai) 

Cincinnati Club 
Holds denen 

Members and families of the Cineint 
| spla ( b ( a Dasket 16 ae ave 4 
park Sunda \uegust 3 Free retre 

ents were provided, while baseball, ho 
S « 1t< ne 1 S1¢ wid wmcimne M 
idded attractions \ppi ximatel 150 
tended. 
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Foley's New Building 
Emphasizes Display 


,UGUST, 1947 


The application of a scientific approach to 
tailing and its physical problems is the 
st modern aspect of the ultra-modern 
w Foley's department store now’ under 
istruction in Houston. 

The first large department store to be 
ilt in the country 
ley’s upsets tradition by 
engineering 


since 1928, the new 
adapting the 
tricacies of genius to the 
iblem of serving the great buying public 
ciently and easily. 

latest addition to the 
lerated Department Stores group. \t 
instigation of Fred Lazarus, Jr., Fed- 
ted’s president, exhaustive surveys have 


oley’s is the 


n conducted throughout this group oft 
partment stores for the purpose of dis- 
make it 
ier for the customer to buy, and easier 
the salesclerk to sell. 


vering how the retailer can 


The results of this study have formed the 
kground of planning for the new Foley's 
streamlined 
peration hitherto unknown in the retail 


1,] 
Ch 


ire, producing an_ efficient, 


strikingly, 
Minnesota 
tone, combined on three sides with match- 


The new Foley's presents a 


eautiftul exterior of massive 
brick. \ wide marquee shelters the 
walk on all four sides of the building. 
neath it, massive plate glass show win- 


ws and glass areas reveal merchandise 


lisplavs and the store interior to pedes- 


Huge display windows, flanking wide 

lass doors, are recessed from Main street 
provide an unusual main entrance 105 
across. \dditional entrances, includ- 
one to the basement, give access to the 
square building on all sides. 

\ pleasing combination of incandescent 

Huorescent lighting will be employed to 
uninate the interior. 

Selling floors are designed to offer the 
tomer a maximum of shopping conven- 
ce Radiating from the centrally located 

lectric stairways, departments fan outward 

building in a 


rical arrangement of related merchandise 


vard the perimeter of the 


oupings with equalized prominence and 
essibility. 

Fixtures throughout the store have been 
signed to afford the customer the greatest 
ssible accessibility of merchandise and 
sequent ease in shopping. 

Modular units, completely functional and 
hly flexible in usage, are constructed on 
uniform base measurement to afford ease 
rearrangement within departments. Many 
rts are interchangeable and adaptable for 
her hanging or shelf display. 

Prime consideration in all fixture types 
an increased visibility of merchandise, 
customer to 
‘praise the items she wants to buy and to 


king it easier for the 


ike her own selection without depending 


the assistance of salespeople. 


Cc 


“TT 





Sidney Ring Returns 


rom California 

Sidney Ring, display director for Saks- 
tth Avenue, New York City, has returned 
moa trip to California. 
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Drives 


No. PM-27— 
68-INCH PAPIER MACHE 
Red Lacquer Finish 


$850 


F.O.B. 
ST. LOUIS OR CHICAGO 


JUMBO 7-FT. 
RED FEATHER 


For displays which may 
require an even larger unit, 
we have a super-size, 7-ft. 
tall red feather, sturdily con- 
structed of papier mache 
and finished in a deep red 
lacquer. Order No. PM-28. 


$950 


F.O.B. 
ST. LOUIS OR CHICAGO 


2018 Washington Ave. 





for Community Chest 


GARRISON-WAGNER CO. 


OUR 
SALESMEN 


ARE ON THE 
ROAD NOW 
WITH OUR 
COMPLETE 

1947 

CHRISTMAS 


LINE 


Call on us when you come to market— 


Complete display showrooms in 


ST. LOUIS 
2818 WASHINGTON AVE. 


and in 


CHICAGO 
20 EAST CONGRESS 


St. Louis 3, Mo. 














For Stockroom Use 


The white pressed card- 
board divider has been 
proven successful for 
many years. An excel- 
lent divider for stock- 
rooms. Very inexpen- 
sive. 


16 





All sizes from 1 to 50. 
Actual size 12’ high 
4” wide. 


10c¢ Each 

















JOBBERS INQUIRIES INVITED 


NATIONAL HANGER CO., INC. 


SIZE DIVISION MADE EASY — AT LOW COST 


An Absolute Necessity For Every Store 


Round lumarith (non 
inflammable celluloid) 
size divider. Cannot 
fall off the rack. Beau- 
tiful in appearance. 
All sizes carried in 
stock from | to 54, also 
half sizes. Actual size 
of divider 2%" dia- 
meter. Fits any rack. 


10c¢ Each 


253 W. 26TH STREET 
NEW YORK CITY 1 






























Alert Merchants Boost 
Their ool With 


“Ro 10:Sho 


ELECTRIC — 


TURNS 
THREE 
TIMES A 
MINUTE 


The ACTION Display-Way! 


CTUAL clocking tests prove that ROTO- 

SHO revolving window displays attract 
many times more customers than any “'still’’ 
display ... and frequently pay for them- 
selves in the first few hours of operation 
by doing a man-sized selling job. 


ROTO-SHO is sturdy and dependable. 
All steel, it will carry a load up to 200 Ibs. 
Operates on 110 Volts A.C. and the standard 
unit comes complete with 18” table as 
illustrated. Attractive build-up fixtures are 
available for it too. There is also ROTO- 
WEEL for background displays, and ROTO- 
CEILING, a turntable that can be mounted 
to the ceiling. 

These year-‘round sales builders are 
available through better display jobbers 
everywhere. Write us TODAY for our com- 
plete new catalog. — Delivery is immediate 
from stock! 


GENERAL DIE AND STAMPING CO. 
Dept. N, 262 Mott St., New York 12, N. Y. 








of unique artistry 


Duran’s mannequins exemplify the 
perfect blend of artistry and realism. 
Made of Dura-quin, which has a skin- 
like texture, mannequins by Duran are 
feather-light and lastingly sturdy. No 
peeling! No chipping! 


STYLES 
@ Sitting Woman—7k, 
Size 12 
@ Man with Flexible Arms 
606, Head 12, Arms B 


@ Standing Boy—20-Year 
Prep 

@ Standing Bobby Soxer 
8E Jr. Size 


Write today for additional informa- 
tion. In their fine sculpturing, Duran’s 
displays will be a boon to your store 


merchandising. 


i DURAN’S Styl gl 


27-31 Bleecker St., N. Y. 
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—This is the stage setting used by L. J. Pryer, display manager for Bentalls, Kingston-on-Thames, 
England, for a summer style show. Decor was carried out in dove gray, white, pale blue and 
lime green. The background was painted to represent a very pale summer sky. Millinery used 
by the models was displayed behind the right hand shutter. A stone garden seat and garden 
ornament stood at the left. Imitation flagstones and grass mats carpeted the stage and runway— 


Walter Farmer Named 
By Foley Brothers 

Walter Inge Farmer is now display man- 
ager for Foley Brothers, Houston, succeed- 
ing Joseph H. Blain. Farmer has been with 
the company for slightly more than a year, 
formerly serving as an interior decorator. 
At one time he was with the Closson Com- 
pany, Cleveland. Blain, who resigned a 
short time ago, has not yet announced his 


é 


Ralph Meyer Resigns 
Stensgaard Post 

Ralph A. Meyer, well-known account ex- 
ecutive of W. L. Stensgaard & Associates 
for the past seven years, has resigned in 
order to join Bert M. Sarazen, Inc., of 
Washington. Meyer will serve as_ sales 
director for the merchandising and _insti- 
tutional publicity consultants, with head- 
quarters at 60 East 42nd street, New York 
City. 








—Allied Display Materials, New York City, recently opened its new showrooms, one portion 

being shown in the photograph above. Frames of natural wood enclose settings involving a 

variety of display materials. The ceiling is covered with a silver mesh fabric, while the walls 
are adorned with base metal and wire units and plastic plaques— 
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Improved 


COLO-CAL 


Brighter Colors! 
Pebble to Sand sizes 


Exceedingly Good Coverage 
Economical to Use 


For Solid-Floor Coverage— 
Borders — Islands — Etc. 
Also Natural Sand and Pure White Sand 
A\|l Our Items are Fireproof and 
Verminproof. 

Contact Your Jobber or Direct 


Malros Company 


“The House of Color” 
BOX 289 DOVER, N. J. 


Factory: Center Grove Rd., Dover, N. J. 





The Nearest Thing to Natural Snow 
Can Be Walked On 
Can Be Flocked 


Handles the Same as Natural Snow 


Looks Like Natural Snow 


VERMINPROOF and FIREPROOF 


COLO-CAL 
“Shimmery Sno” 


Contact Your Jobber or Direct 


Malros Company 


“The House of Color” 
BOX 289 DOVER, N. J. 
Factory: Center Grove Rd., Dover, N. J. 


COLO-MICA 


More thana Dozen Colors and White 
—For Borders, Floors, Flocking, etc. 


Amazingly Good Coverage. 


VERMINPROOF and FIREPROOF 


FLUFF MICA 
In Silver and Gold Ore 


Irregular Sized Pieces 


Light asa Zephyr— Lighter than Cork 


Malros Company 


“The House of Color” 
BOX 289 DOVER, N. J. 
Factory: Center Grove Rd., Dover, N. J. 








Christmas Tree 
Unit Available 


General Die and Stamping Company, New 
York City, has just developed the “Kasson” 
electric Christmas tree turner which not 
only makes the tree revolve three times a 
minute, but has a built-in two-way outlet 
for the tree lights—thus permitting the 
spectacular beauty of the lighted tree in 
Designed primarily for home use, 
this rotating unit is also desirable for 
holiday merchandise displays, as many in- 
teresting lighting effects are possible with it. 

lhe “Kasson” is adjustable to almost any 
size tree and is built to carry a load up to 
20) pounds. The cast aluminum holder is 
waterproof. Power is from a self-starting 
A.C, motor which is completely enclosed in 
an all-steel housing. The steel base is 18 
Inches in diameter and the allover height 
10 inches. 


motion. 





Munsingwear Again Wins 
Aquatennial Prize 


for the fourth consecutive year, Mun- 
Singwear, Inc., was again a prize winner in 
its division in the recent annual Minne- 
Aquatennial parade. Entering an 
elltire unit featuring an Egyptian theme, 
attention was centered on a float designed 
as Cleopatra's barge with seven Munsing- 
\ear girls as Cleopatra and her attendants, 
and two Munsingwear men as slaves. 

(he float was done in an authentic Egyp- 

n decor with emphasis on the color com- 
bination of gold, purple, white and_ blue. 


' | i 
aADpolls 
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HAND BLOWN 
GLASS 
TRUE Bubbles — No Necks 


I" to 3144" diameters 


Large Range of Colors 


Colors Are Transparent and IN the 
Glass — Will Not Rub Off — 
Will Not Fade. 


For All-Year-'Round Use and 
For Every Type of Display. 


Contact Your Jobber or Direct 


Malros Company 


“The House of Color” 
BOX 289 DOVER, N. J. 


Factory: Center Grove Rd., Dover, N. J. 








Costuming was complete in every detail, 


including jewelry and headdresses. The 
attendants threw fresh roses to the spec- 
tators along the parade route. 





Prizes Announced 
In Display Contest 


The following won prizes of $100 each in 


|a display contest conducted by Essley Shirt 


Company, New York City, among retailers 
handling the firm’s line: 
Joseph W. Kish, J. W. Kish Company, 


| Youngstown; John T. Mackey, L. W. Rob- 


| Rodkey, E. E. 
Pa: 52 fe 


|Okla.: William D. 


Creek, Mich.; Henry E. 
McMeen & Co., Lewistown, 
Brothers, Meyers-Arnold, 


inson’s, Battle 


Greenville, S. C. 

J. R. Meeks, May Brothers, Bartlesville, 
Horton, The System 
Company, Brockton, Mass.; C. M. Shrider, 
A. E. Starr Company, Zanesville, Ohio, and 


| Clement Kieffer, Jr., The Kleinhans Com- 


pany, Buffalo. 





| Multiple-Outlet Fuse Control 
Placed On Market 


Designed to prevent main line blowouts 


'and to avoid lighting interruptions, a new 
| multiple-outlet fuse control unit has been 


| street, New York City 13. 


placed on the display market by Standard 
Cellulose & Novelty Company, 476 Broome 
The device has 


|eight outlets and five spare fuses and is 
| suggested as a time- and trouble-saver in 





setting up electrified displays and auxiliary 
display lighting. 
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DAZZLING GLAMOUR 


with our new line of 


CHRISTMAS 
Display Papers 


We have ready for you now a varied line of new and original 
Christmas display papers. These sparkling papers are avail- 
able in many treatments, including patterns that are suitable 
for most Christmas decorative themes. 

Member 


SATIONAL ASSOCIATION 


OF pispiay snustaits Case Papers, Velour Papers for Backgrounds and Floor- 


ings and Backgrounds from 53"' to 107" wide. 
Y 
My 


WRITE FOR SAMPLES 


PROGRESSIVE MERCHANDISE 
PRESERTATION 


DINGLEMAN-WOLFF CO., Inc. 
112 W. 42D STREET NEW YORK CITY 18 


Originators snd Manufacturers of Distinctive Display Papers 








For Good Impressions! 
Line-O-Scribee SIGN PRINTING MACHINE 


BETTER 
SIGNS 








M 1422 
One of Several Models 


May we send you details? 
THE MORGAN CO., 3966 Avondale Avenue, Chicago 41, Ill. 








For the NIGHT OF STARS FORECAST: SNOW! 


twelve lucite points wel- And be sure to use DRIFT PLASTIC SNOW 
ded to a wire frame that FLAKES. This scientifically designed, glistening, 
snaps over a Cortona non-crumbling snow is a MUST for attractive Fur 
or 7C7 electric light bulb Coat, Christmas, and Winter Sports displays. Only 
$8 doz. Order now, insure $3.50 per bushel. Bushel covers 24 square feet. 
delivery. We pay delivery. Free sample. Write- 

J. B. CRUZE, Box 246, 


Highway Highlands, Calit Mid-State Distributors 2 iw omic, 
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DISPLAYING SMALL 
MERCHANDISE 
[Continued from page 43] 


chandise stood out as the highlight fri 
the overall picture, and at the same ti 
the color scheme made for unity of co1 
position, 

An exciting display was arranged to p 
dramatic emphasis on cosmetics, as shown 
in the final illustration. This effect w 
achieved with a dressing table setting whi 
in its severity suggested a_ backstage 
clinic atmosphere. A lone mannequin seated 
at the table was busy with the various 
cosmetics before her. Mirrors suspended 
through the window area by means of taut 
strips which held them to ceiling and. to 
floor served as legend cards with the 1 
scription being applied with lipstick. 

One Fair Store window illustrated a 
short time ago in DISPLAY WORLD 
showed the possibility of displaying small 
merchandise in a modernistic setting; th 
display used a series of gray frames to 
achieve a deep perspective by arranging 


them in graduated sizes to diminish against 
a blank wall. Single pieces of jewelry 
were arranged within the frames, and in 
the foreground of the window. 

A more recent display, also quite modern 
in treatment, featured “Superchrome”™ ink 
Wooden trames fastened to matching strips 
set. vertically in the window” served as 
framings for monochromatic line drawings 
done with various colors of the inks. Woo! 
varn in the shade of the ink used for each 
drawing was stretched from the corner ot 
the frame tor a particular drawing to. its 
bottle of matching ink. This display was 
set up purely as a traffic stopper with vei 
little of the actual merchandise. for sal 
being shown in the window, which makes 
an excellent means of featuring small met 
chandise 

Schlademan has used some of the same 
principles for window. displays featuring 
small merchandise in the handling of in- 
terior display. This is” particularly tru 
in the jewelry section, where he uses only 
a small number of selected pieces for dis 
play in the cases while the stock items are 
housed 11 


drawer spaces back of the dis- 
play cases. The case interior is worked 
out in but two colors, rose beige and tur 
quoise, which throws the emphasis on the 
jewelry items displayed against them. Fur 
ther to emphasize the brilliance of the 
jewelry, it is displayed against dull fabrics, 
thus nothing of the brilliance is) lost) in 
competing with a similar surface. 


In featuring a special setting to promote 
fine pipes ior sale, Schlademan called on 
the same principles for setting up both in 
terior and window displays. For the in 
terior he used a louvre wall, finished to 
match the permanent woodwork of the de 
partment, thus putting it into the back 
ground. The new pipes were arranged in 
small glassed-in cabinets against the louvre 
wall. The old pipes were arranged 1 
museum fashion in the showcase, wit! 
several of the larger and = rarer pieces 
housed on the counter, mounted in special 
glass fixtures. Once more the individua 
units were arranged to give a_ pleasing 
well-ordered overall picture. 


Mal 
At | 
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Father's Day Is Right 
For Paul Hale 

iul Hale, display manager for Louis J. 
tmann Company, Alton, Ill, has occa- 
to remember his Father's Day displays 
vear. In addition to winning a check 
second prize in a contest based around 
event, Mrs. Hale presented him with a 
xhter on the same day. The new arrival 
been named Jane Mary. 


Unusual Response Reported 

For ‘Scenic’ Muslin 

Hloward Bachenheimer, advertising man- 
for Dazian's, Inc.. New York City, 
rts an unusual response to the firm's 

wouncement of 97-inch “Scenic” muslin 

f well-known display directors 

announced excellent results from paint 


\ number « 


it, in the manner of theatrical back 
ps, and spraying and dyeing the ma- 


Molded Seasonal Line 
ls Announced 
\ new line of molded novelties and dis- 
pieces is now being offered to retail 
res, featuring the traditional Santa Claus, 
hristmas boot, turkey, pumpkin and rabbit. 
Various color combinations are available 
| nanufacturer is also equipped to fur- 
special designs to meet individual 
Mications. 
his line is produced by the Molded Pro 
ts Division of the Animal Trap Company 
\merica, Lititz, Pa 


Malros To Hold Party 


At New Place 
Hy Malkin, head of the Malros Company, 
Dover, N. J.. is) planning an open-hous« 
for display managers and their staffs 
\ugust 17, and expects to have a large 
dance 
e company has just announced a new 
called “Snow Blox,” adapted trom wat 
rplus material, and reports that it has 
display uses. 


Display Firm's Brochure 
Describes Services 
Hartwig Displays, 1105 North Fourth 
t. Milwaukee 3, has brought out an 
borate brochure which describes in pic- 
res and text the various services rendered 
the company in planning and_ building 
ibits for different companies. Copies of 


brochure are available on request. 


Pomerantz Promoted 

By Brooklyn Store 

Norman Pomerantz, of the store’s display 
t, has been promoted to assistant display 
ager at The Namm Store, Brooklyn. 
replaces Henry Caputo, who has joined 

Sattler’s, Buffalo, as display manager. 


eigh Allen Returns 
From Europe 
igh Allen returned the latter part of 
from a six-week trip to Europe. He 
lisplay director for R. H. Macy & Co., 
Now York City. 
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The HIT of the Chicago Show! 
VITRONET 


America's First and Only 
100% FIREPROOF NETTING 


GLORIOUS COLORS! 


Never have we seen such enthusiastic response! 


Literally hundreds of visitors 
show raved about the beauty 


alazing new item. 


Now, once again, rich-looking, 
ments are possible with nary 


you can indulge that urge 
scale. Use 


Vitronet in lingerie, 
for children’s departments 


SPARKLING BEAUTY! 


who saw our exhibit at the NADI 
and the fireproof qualities of this 


festive canopied decorative treat- 
worry about fire hazards. Now 
glamourous festoonings on a big 
corset and fashion departments, 


fashion shows—for Toyland 


and Santa Thrones—use Vitronet for all sorts of drapery treat 


ments in window displays. 


lower in price than the 
samples and _ prices. 


types of nettings. 


glorious colors—surprisingly 


Write for 


RADIANT GLASS FIBERS CO. 


208 EAST 27TH ST. 








NEW YORK 16, N. Y. 


ke GOON 


this is the unit that Paints With Light. 
Wired in three circuits. Supplied with heat 
resisting glass 55 degree spread lenses in 
primary red, bive and green. Uses 150-wott 
PAR-38 and R-40 lamps. Order now for 
prompt delivery 






. Cat. No. 391 41-ft. section $49.50 
6-ft. section $66.00 
7\-ft. section $82.50 












Price Card Holders 


Shoe Card Holders 
Window Hooks 
Ticket Hooks 
All Types of 

Price Card Holders 


Send for Illustrated Price List 


RUDOLF ORTHWINE CORP. 
520 W. 34th St., New York 1, N. Y. 











USE THE 
OPPORTUNITY EXCHANGE 


For any WANT AD purpese: 
POSITION WANTED POSITION VACANT 
USED DISPLAY EQUIPMENT FOR SALE 
REPRESENTATIVES WANTED 
$3.00 Per Column Inch — CASH WITH ORDER 
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No. 375-376 


FOR BETTER BRA DISPLAY 


Let the Customer SEE your Merchandise 
Model your BRAS on this 


Attractive Clear Plastic Stand 


>15.40 complete 


Height — 301 inches 


Bra forms may be moved up or down — yet 
hold any position firmly. 
separately — $3.75 each. 


May be ordered 


THE FIXTURE MART, INC. 


314 W. JACKSON BLVD. 


CHICAGO 6, ILL. 
Send for our FREE 72-page Catalog 


Mannequins — Display Fixtures — Showcases 














apparel. 


materials? 
your displays. 


MANNEQUINS 


> 


These remarkable Mileo Juniors are just the mannequins to use 
in soon-to-come displays for back to school and back to college 
See them — in "person" or in photos. 


Have you seen the Jean Leslie designed stylized Mileo 
Mannequins with the lightweight construction, unbreakable 
hands, varied skin texture, and new hair-do styles and 


They merit your attention—and a place in 


MILEO MANNEQUINS. 7 WEST 36th STREET, NEW YORK, N.Y, 


MIDWEST REPRESENTATIVE: Smiley & Co., 234 S. Franklin St., Chicago, Ill. 
CANADIAN REPRESENTATIVE: Morgese, Soriano Co.,431 King St., Toronto, Can. 


y, 












ON & OFF 
SwiTcH 


SPARE 
FUSES 


476-478 BROOME STREET 





MULTIPLE OUTLET FUSE CONTROL 
PREVENTS Main Line Blowouts . . . AVOIDS Lighting Interruptions 


FUSE CONTROL 


Now Available for the First Time 


Here is an electrical device you have always wanted 
\ multiple outlet fuse box with eight outlets, ten feet 
ft cord with plug in and with five spare fuses. A com 
plete, dependable unit that will save lots of time in 
setting up electrified displays and auxiliary display 
lighting. It eliminates tangled wires and main fuse 


blowouts. A real help for the displayman. 


Price $10.00 complete, f.o.b. N. Y. C. 
JOBBER INQUIRIES INVITED 


STANDARD CELLULOSE and NOVELTY CO., INC. 


NEW YORK 13, N. Y. 
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“LIKEABLE DETAIL" 
IN DISPLAY 


[Continued from page 66] 






































3ut then these are ordinary 
not skiers. The difference 


in sheer pique. 
sportsmen and 
is manifest. 

The problem otf space is, 
stant and determines the extent of activity 
I feel it wise to depict. At Flint & Kent, 
in Buffalo, the double window allocated to 
a single display permitted a good amount 
ot detail, even down to the ski lift ticket 
booth set up in the front of the window. 
To create the feeling of depth we cut the 
figures on the back drop out of plywood 
and then painted them over with oil paint. 
Each figure handled separately, per 
mitting us to give considerable attention to 
the details of coloring and expression. 

The variety of skiers shown on the drop 


of course, con- 


Was 


was meant to suggest to every skier, past, 
present and future, that there in the flesh 
was an illustration of exactly how he (or 
she) looked on skis. 

Sibley’s, in Rochester, preferred to sug- 
gest a more conventional winter scene and 
made use of paneled drawings in the back- 
ground featuring the same cartoon style I 
like to use for this sport. 

At Bloomingdale’s the extensive 
permitted us to suggest depth and activity 
through the use of a real porch rail’in the 
foreground from which life-sized figures 
looked out on the painted skiing scene in 
the distance. For this skiing scene some 40 
cut-out plywood figures were used, 
hand painted and sized to give the proper 
perspective. Instead of using cardboard to 
make our hill this time, as we did at Flint 
& Kent, our Bloomingdale mountain was a 
three dimensional affair made of papier 
mache. 

At Filene’s our problem was to fill three 
long windows in row. We. finally 
worked out a panel of life-size figures sus- 
pended on a rope on regular ski lift chains 
windows, against a 


space 


each 


one 


right across all three 
painted backdrop. 

To design a display with a humorous 
slant is not a terribly difficult assignment. 
The hazard lies in the fact that the medi- 
ocre sportsman may take offense at 
bit of caricature. I try hard to avoid such 


some 


a situation by presenting the scene as I 
actually see it without bringing to it any 
sarcasm and I think on the whole this is 
evident in the figures shown. To _ offset 
this effort there is the very great reward 
of watching people laugh good naturedly 


as they examine the displays carefully, com- 
menting on type illustrated. 
It is more than flattering. It is good business. 


almost every 





William Arinow Wins 
Local Contest 


First prize in a local display contest for 
the benefit of the Cincinnati Summer Opera 
Association been awarded to William 
Arinow, display manager for the John 
Shillito Company. Second award was made 
to William Geppert, The Fair Store, third 
to Cogswell Cromwell, H. & S. Pogue Com- 
pany, and fourth to Andrew Matzer, Roll- 
man & Sons. Honorable mention went to 
Del Heizer, Mabley & Carew. 

Contest judges were two trustees of the 
opera association and two local artists. 


has 
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DISPPLAY IS 
STORE PLANNING 


[Continued from page 56] 


put more dresses on forms, more ties on 
shirts, more gloves on hands. This the 
displayman can do. 

;wever, when he is told to place this 
merchandise-in-use where the greatest 
amount of moving traffic can see it faster, 
he can not do so. This is because the 
planner has not provided him with suffi- 
cient places in better angles of sight. 

[he visual merchandise man we spoke of 
before is trying to correct this great retail 
“operation cross-purpose.” He is. con- 
stantly observing what will stop more traffic 
and he is asking the store planner to pro- 
vide more and better places to put into 
practice his traffic-stopping knowledge. 

He wants more and better space to do 
the following: 

1. He wants to show more of the things 

the store has to sell. 

2. He wants to conceal all duplicates of 
the items shown, as close as_ possible 
to the point-ot-sale. 

9. He wants to surround the merchandise 
he shows with appropriate style atmos- 
phere, not only to increase the sales 
appeal of each item, but to emphasize 
the general stvle character of the entire 
store. 

4. He wants to show more merchandise 
at a better angle of sight so that more 
people can see more merchandise faster. 

5. He wants to show more merchandise- 
in-use so that more people can appraise 
on their own time and not on the sales 
clerk’s time. 

Once the store planner realizes that dis- 

play is visual merchandising and not ex- 
clusively scenic art, it is conceivable that 
truly modern stores will be planned and 
built around critical points of display. It 
is not too unreasonable to presume that 
instead of the new store first buying its 
site, then putting up its walls, then locating 
its departments, setting its fixtures, and 
saying “displayman, go to work,” it will 
first establish the very points for display, 
then locate the fixtures and departments, 
and finally build store walls around this 
efficient visual selling operation. 





“Happy Birthday" Ribbon 
ls Introduced 


\ new and novel version of “Happy Birth- 
day to You,” has been introduced to the 
display field by George A. Taffel, president 

laffel Bros., Inc., New York City. Fol- 
wing the identical musical version and 
wording of the birthday song, the ribbon 
has numerous display and packaging uses. 


Engelhart Now With 
Dothan, Ala., Store 


\V. Stanley Engelhart has resigned as 
display manager for Luke Brothers, Val- 
dosta, Ga., and has assumed a similar posi- 
t at Van Ritch’s, Dothan, Ala. He will 
have charge of display for the two Van 
Ritch stores in the latter city. Engelhart 
Is 4 vice-president of the Southern Display 
As ciation. 
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HAVE YOU EVER 
"LOST" A DRESS? 





or a Suit? or a very expensive Sweater? 
or a Sofa? Through “Sunfading”? 


And you noticed it, just when a customer asked 
for it out of your window?? 


And you found, that it was so badly faded, 
that you could not sell it anymore? 


If that has happened to you, don't let it hap- 
pen again!!! 


INSTALL SUNSHADES 


Write for our illustrated booklet-E 


THE SUN-SHADE COMPANY 


Manufacturers of the Original Transparent Sun-Shade 
781-83-85 CHANCELLOR AVE. IRVINGTON 11, N. J. 
WE ARE LOOKING FOR JOBBERS 











Mexican SIR FRIES 


No. 5162 








(A) SIZE: 26” outside diameter 
x 10” inside diameter 
PRICE: Silver . . $8.25 each 
Colors .$9.50 each 


(B) SIZE: 32” outside diameter 
x 16” inside diameter 


PRICE: Silver .$11.50 each 
Colors $13.00 each 








31 WEST 31ST STREET + NEW YORK 1, WY 
27 East Mcnroe St. (Werner Lewy, Repres.) CHICAGO, ILL 


















IMMEDIATE DELIVERY 
Brilliantly Colored 


CHRISTMA 
BALLS 















the finest glass balls in America 
2 3NGHM ... 2% 10.25 Gross 
24 INCH . 10.50 Gross 
2% INCH ... 13.50 Gross 
2%s INCH ... 20.00 Gross 
discounts to obber 
COLORS: Cerise, Turquoise, Green, 


Silver, Red, Pink, Chartreuse, Gold, Vio- 
let, Blue and Combinations. 
MAIL ORDER TODAY 


Be Sure to Specify Quantities and Color 


(7 - ALLIED 


CREATIVE DISPLAYS 


VANUFACTURERS AND DISTRIBUTORS OF 
DISPLAYS, FIXTURES, DISPLAY MATERIALS 
00-202 NO. PEARL STREET, BALTIMORE 1, MD. 









































Display Men--- 
try the CT-830 


TACKER 


—The tacker with follow-thru drive 


Ideal for window trimming, tacking up 
backgrounds, point-of-sale advertising 
signs, and for attaching silk screen stencils 
to frames. Drives DUO-FAST Staples in 
14", 5/16" and 34" lengths. Investigate 
these easy-to-operate, time-saving DUO- 
FAST tackers. 


Write today for details 


FASTENER CORPORATION 
848 FLETCHER ST., CHICAGO 14, ILL. 
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Employee Style Show 

"Ts: semi-annual Employee's Fashion 
Show at J. W. Robinson Company, Los 

all 


\ngeles, is an event welcomed. by 
the fashion departments. A buffet supper 
is tollowed by a carefully planned) show 
presented as a sales training feature by 
the training department Called on to 


pick up an idea and carry it through tot 


the show are the fashion coordinator, the 
advertising department, and the display de 
partment 

It is a cooperative effort, all conceived and 


executed within the store The 


models are 
—Models left the Gothic archway and 
paraded down a U-shaped runway which en- 
abled them to exit naturally and gracefully. 
Below, working on the rococo frame 
within which were arranged tableaus_ of 
fashions from 1860 to the present— 










employees and the sets are designed and 
under the 


built by 
direction of Paul Smith, display directo1 

This 
backs of 


the display department 


spring’s show was. called 
1947." On the 


structed a large rococo trame 


were posed tableaus of models in costumes 
from 1860 to the present time. The tashior 
show picked up the idea and a= parad 


costumes of 1947 showed the influenc: 


“Flash 


Stage Was con 


1947 


within whicl 


1 


earlier days on style trends 
One scene, “The Easter Parade,” shows 
the congregation leaving a Gothic churcl 


door to parade down a U-shaped runwa 
This beautifully carpeted runway which en 
abled. the 


fully 


models to exit easily and grace 


provided many compliments for th 


skill and ingenuity of the display 


ment 


( 


depart- 
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THE STAR of the DAY 
Starbright modernistic 
stars Packed 48 to a pack- 
age of accolor with 12 
stars of each size, 4’, 6’, 
8” and 12”. These Stars 
are bright color two 
sides and come in gold, 
silver, light blue, red 

and white. 


Write or call, Sales Paper 
& Supply Co., 760 Mission 
Street, San Francisco 3, 
California, Exbrook 5251, 
or see your nearest jobber, 

















FLAMEPROOF 
XMAS 
WREATHS, 
TREES & 
ROPINGS 


IMPORTED AND DOMESTIC 


@ Holly 


@ Princess Pine 


@ Ruscus 


@ Krinkle Bush 
@ Babys Breath 
@ Cellophane 
@ Metal Foil 


ARTS and FLOWERS 


43 WEST 56 STREET 
NEW YORK 19, N. Y. 
Dept. D 
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Drug Sales Raised 70 Per Cent 
In Display Test 

Window displays of seasonal items in 
drug stores increased sales by 69.8 per 
cent in a recent two-week test conducted 
by members of the Canadian Daily News- 
papers Association, Toronto. In an attempt 
to prove to druggists that displays of re- 
lated seasonal items, tying in with news- 
paper advertising, pay big dividends by 
increased sales, CNPA arranged for mem- 
ber newspapers in 18 cities to take over 
display windows in various drug stores for 
a two-week period. 

Groups of trom 15 to 24° nationally 
advertised items were put on display, ac 
companied by window cards showing news- 
paper advertisements on the same merchan- 
dise. A research consultant organization, 
Elliott-Hevnes, Ltd., 


in sales. 


checked the increase 


In addition to the general increase in 
sales noted, individual increases were tabu- 
lated from various themes promoted: vaca- 
tion needs, 76 per cent gain; “buy the 
largest size,” 95.8 per cent gain: “nation- 
ally advertised,” 31 per cent gain, and “pro 
tect your health,” 76.5 per cent gain. 


Allied Makes Addition 
To Sales Force 


Two additional salesmen have been ap- 
pointed to the staff of Allied Display Ma- 
terials, Inc., 65 Madison avenue, New York 
City. Daniel Rubin is covering the New 
Kngland states, Marvland, Washington, D.C., 
and Canada. Fred H. Nathan, with head- 
quarters in Chicago, wiil travel Illinois, 
Nebraska, Iowa, Wisconsin and 
Minnesota. 


Kansas, 


Sutcliff Appointed 

By McCreery's 

James McCreery & Co., New York City, 
has named Andrew Sutcliff to head the 
store's display 
Robert L. 
time ago to become display director for 
L.. Bamberger & Co. Sutcliff joined the 
display staff of McCreery’s about two vears 


department. He replaces 
McCorkle, who resigned a_ short 


ago, coming to the organization from Ler- 


ner Stores Corporation. 


Pressure Cooker Firm 
Announces Contest 

National Pressure Cooker Company, Eau 
Claire, Wis., is offering its dealers a total 
of $3,000 in cash prizes tor the best “Kooler 
Kitchens” window displays featuring “Pres 
to” cookers during August. Photographs ot 
the dealer's window display must be sent 
in betore midnight of August 31. 








We invite DISPLAY WORLD read- 
ers to make frequent use of the 
Service Bureau for information on re- 
sources for all types of display mate- 
rial and equipment from air brushes 
to zebras (stuffed), or for general con- 
sultation on display problems. No 
charge is made for this service, of 
course. 
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NOW! 


For the FIRST TIME in 
display history only 
GLO-BRITE brings you 


LUMINESCENT 
SPUN GLASS 


For use in displays with 
Black-Light— Living Light 


@ Daylight Color — White 


e "Glows in the dark" or black 
light color . . . Bright Blue 
or Orange Yellow or Green 


GLO-BRITE Luminescent Spun Glass 
offers an entirely new approach to the 
use of Spun Glass for display pur 
poses. 

A host of new and novel display 
applications now become possible with 
this effective new medium. Black light 
units are not absolutely 
But 1f available can be used to create 
eye-catching displays of unusual 
glamour and beauty. 


necessaly 


Prices and working samples) on 
request. We invite inquiry from dis 
play material dealers and display unit 
manufacturers — here is a real oppor- 


absolutely new. 





Also your dependable SOUTFCE 
regular spun glass and spun glass 
novelty matting and fabrics. | 

ular spun glass available in spark 
ling white and 14 brilliant colors 


teg- 


Packed in convenient l-pound car 
tons . fully fluffed, ready to use 
Write for our new color selection 
chart and samples. 


GLO-BRITE prooucts, inc. 


6415 North California Ave. 
Chicago 45, Ill. 























Get Sparkling Display Effects 
with 
e DIAMOND DUST 
e SILVER FLITTER 
e CRYSTAL BEADS 
e GLASS TINSEL 
Glass Tinsel is available in Silver, Gold, 
Blue, Green, Red and Black 
Prices and samples furnished upon request 


EMPIRE TINSEL & BALLOTINI CO. 


1265 Broadway New York, N. Y. 








ePlease Mention DISPLAY WORLD 
When Writing Advertisers 
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BEAUTY 


PPI Fr 


combined with 


VERSATILITY 


PPP PII IIE 


METALLIC MACHE* 


Belfry Setting— 
7' 2" high, 6' wide, 9" deep 


Santa— 
45" high, full round 


JUST ONE OF OUR MANY 
BEAUTIFUL XMAS 
ORIGINALS 


Stillman ART DISPLAYS 
354 W. 42nd St., N.Y.C. 18 
LO 3-7222 





* Papier mache in metallic finish 




















14,500 


COPIES 


This issue of DISPLAY WORLD 
has a circulation of 14,500 copies. 
Subscriptions are being accepted for 


immediate handling. 

















THAYER & CHANDLER AIRBRUSH 


for the particu lar artist 


THAYE 
O10 W.VAN BUREN ST.. 





R 
CHICAGO.ILL. 





USE THE 
OPPORTUNITY EXCHANGE 
For any WANT AD purpose: 
POSITION WANTED POSITION VACANT 
USED DISPLAY EQUIPMENT FOR SALE 
REPRESENTATIVES WANTED 
$3.00 Per Column Inch — CASH WITH ORDER 
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NADI Plans Market Week 


For December 

Members of the National Association of 
Display Industries are at present engaged 
in planning NADI Market Week, which 
will be held in New York City in Decem- 
ber. Local members will exhibit in their 
showrooms and out of town member manu- 
facturers will show in the sample rooms of 
the Hotel New Yorker. 

Two NADI Market Weeks are held each 
year, in June and December. This year the 
June Market Week was held in Chicago at 
the Hotel Stevens, during the week of June 
23. One hundred and six firms displayed 
the largest exhibition of display materials 
and equipment ever seen in one location at 
one time. 

The Market Week in December will be 
one of the first official acts in which the 
new officers of the NADI will participate. 
At the June meeting in Chicago, the follow- 
ing officers were elected: president, Sylvan 
Freund, Decorative Plant Corporation, New 
York City; first vice-president, Trowbridge 
H. Stanley, L. A. Darling Company, Bron- 
son, Mich.; second vice-president, Earl 
Gasthoff, Earl W. Gasthoff Manufacturing 
Company, Danville, Ill.; treasurer, Richard 
Adler, Adler-Jones Company, Chicago; sec- 
retary, Albert Bliss, Bliss Display Corpora- 
tion, New York City. New members of 
the board of directors are: IL. T. Vierheller, 
Garrison-Wagner Company, and_ Alvin 
Mendle, American Fixture & Manufacturing 
Company, both of St. Louis. 


George Lane Dies 
Of Heart Attack 


A heart attack brought on by the heat 
wave claimed the life of George Lane, Mil- 
waukee, on August 6. He was assistant 
display director tor The Boston Store, and 
an active member of the Milwaukee Display 
Club. 


Rochambeau To Sail 
For France 

Raimund Rochambeau has resigned from 
the display staff of Wolff & Marx Company, 
San Antonio, and plans to leave for Paris 
on September 10. In France he will paint, 
and possibly return to dress designing. 
Rochambeau is visiting Los Angeles at the 
present and will also spend some time in 
New York City before sailing. 





Rug Display Portfolio 
Issued By Bigelow 

A portfolio containing display ideas and 
suggested treatments, in loose-leaf form, 
has been sent to all its dealers by the 
Bigelow-Santord Carpet Company, Inc, 
New York City. 


Perlmutter Appointed 
By Dutch & Son 

E. Perlmutter has been appointed sales 
representative by Samuel C. Dutch & Son, 
487. Washington street, Buffalo, for the 
state of Florida. He will make his home 
in St. Petersburg and service the entire 
state with the “Korrect-Way” line and 4a 
wide variety of display items. 
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Western Union Windows 
To Be Used by WAI 
Vindow Advertising, Inc., New York 
City, for the past 19 years engaged in the 
tallation of displays for adver- 
rs on a national 
th the Western Union 
ny for the use of space in its 
ich are suitable for display. 
The Western Union 
tegically located in the 
each city, with coverage in 44 states and 
District of Columbia. Such display 
space is now being offered to national 
advertisers on a monthly showing basis. 
This is a new departure in window dis- 


window 
basis, has contracted 
Telegraph Com- 
windows 


offices are all stra- 


business districts 


play advertising, because it offers to com- 


I 


modity advertisers an opportunity to use 
window display advertising in_ locations 
where their products are not sold. This 


has never before been done on a large scale: 
offers for the first time to other 
advertisers selling service, as distinguished 
opportunity to use 


it also 


m commodities, an 


display advertising on a national basis. 
The P. Lorillard Company has arranged 

= . . 7 - 
to use these Western Union windows tor 


“Old Gold” displays in the first showings 


\ugust and September 


Tornado Provides Material 
For Striking Display 
\n unusual window display was used not 
ago by G. M. Griffin, display manager 
the Ohio Edison Company, Youngstown, 
o capitalized on a intense 
local interest. A few days before the dis- 
installed, a swept 
section of the utility's territory 
north of Youngstown, completely wrecking 
i number of Servicemen 
lowed on the heels of the storm found a 


subject of 


play was tornado over 


rural 


houses. who 


1939 “Frigidaire” refrigerator that had 

tossed a considerable distance from a 

ecked home, but which was_ still in 
nning order. 

The refrigerator was made the central 
part of a window display by Griffin, to- 
gether with pictures of the ruined house 

m which it came. The door was leit 
ypen to show the thick layer ot frost as 
roof that the unit was. still in working 


rae a 
Plastic Fabricators 
Announces Dividers 


Durashield” apparel size dividers have 
n announced by Plastic Fabricators 
Company, 440 Sansome street, San Fran- 


o. A week-day divider is designed for 
in the delivery department of the store, 
ile alphabet 
price coding, 
abetically. 
durability. 


recommended 
and filing 
laminated 


dividers are 
type 
The dividers are 


coding, 


Kieffer Plans Vacation 


To Include Cruise 

lement Kieffer, Jr., display director for 
Kleinhans Company, Buffalo, is leav- 
\ugust 25 for an extended 
Included will be a cruise up 
St. Lawrence to Chicoutimi, Murray 


vacation 
Canada. 


and nearby points 
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No. 9238 WHITE & RED 
CANDLE WALL UNIT 


Red Velour Electric Candle, White Flittered 
Leaves — Metal Balls — 8’ wide x 4’ high. 


$26.85 ea. 


DISPLAY MANUFACTURERS MART, inc. 


34 


WEST 





35th 


STREET 


BRIGHT 
\OkL 


NEW YORK I. NY 



































WINDOWS THAT SELL SHOES! 


Sparkling-clear, Plexiglas shoe display sets produce more sales. 





Set illustrated 25 pieces 


515% 


Satisfaction Guaranteed 


Order by number Set K-12 


See your Local Distributor 





or Write Direct 


Write for catalog ‘““MODERN DESIGN ON DISPLAY” 


Representatives in Principal Cities 


ROGER AtNT COMPANY . 2... Pbestice 


211 N.Seventh St. 


St.Louis | 


1 oe 

































EXCELLO-SHEEN 


Cellulose acetate mounted to paper in beautiful 


colors and black. 


FOIL TO PAPER OR BOARD 
LEATHERETTE 


A fine selection of colors both plain and embossed. 


Widths up to 50 inches. 


We invite requests for samples and prices. 


THE FLOYD A. HOLES COMPANY 
BEDFORD, 


OHIO 
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17 West 45th St., New York 19, N.Y. 
PAPIER MACHE - LUCITE CREATIONS 








NATURAL 


DRIFTWOOD 


100 Years Old 


SCULPTURED 
BY NATURE! 


Smooth finish 
Without bark 


From 12" pieces 
for cases 


3 TO 7 FEET 
TALL 


for windows 


ARTS and FLOWERS 


43 WEST 56 STREET 
NEW YORK 19, N. Y. 
Dept. D 
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J. A. D. News... 








HE International Association of Dis- 
A ee has a new epoch to look forward 

to. Throughout its 50 years of ex 
istence it has experienced many changes and 
now it 1s headed for another important one. 
\s announced in the report of our meetings 
in Chicago in June, a reorganization of the 
IAI) was voted at our board meeting under 
the new name of the National Association 
of Display Directors. A committee was 
appointed with Raymond Bianchi, Goldblatt 
Brothers, Chicago, as chairman. This com- 
mittee met July 28 at the Morrison hotel 
and those present were Bianchi, who called 
the meeting; Robert O. Johnson, Common- 
wealth-Edison Company, Chicago; Richard 
\. Staines, Leslie \ 
Baroisky, Morris B. Sachs, Chicago; Del- 


Vandever's, Tulsa; 


bert S. Ford, Consumer's Power Company, 


Jackson, Mich.; John T. Chord, Mont- 


By JOSEPH APOLINSKY, President === 





gomery Ward & Co., Chicago, and Joseph 
Apolinsky, Loveman, Joseph & Loeb, Birm- 
ingham, Those unable to attend were Frank 
Whitelam, R. H. Fyfe & Co., Detroit, and 
Ralph Dauer, Cunningham's, St. Louis. 
The meeting began at 10 a.m. and 
journed at 4 p.m. 
were discussed pertaining to the objectives, 


Many pertinent points 


purposes and by-laws of the new = associa- 
tion. Before adjourning this meeting it was 
decided by those present that they would 
meet again in September to complete all 
plans necessary for the change-over. 

It was also decided that a special called 
meeting of the entire [AD membership 
would be held in New York City in De 
cember during Market Week for the pw 
pose of approving and adopting plans. of 
reorganization. 

While we are on the subject) of ri 


by Tony Brinker 











na 7, my cast TRIPL »~ 
Gows To Trim 7" aty) + 
—— ALITTLE For Pp EN 


GirARTEO IN DISPLAY IN HIS 
HOME TOWN, PARSONS, KANS., 
AND AFTER SEVERAL YEARS 
JOINED KAUFMAN-STRAUSS, 
LOUISVILLE, FOR FIVE YEARS. 
THEN WENT WITH WOOLF 
BROTHERS, TULSA, FOR SEVERAL 
YEARS AND THEN TO BERRY- 
BURCKS , RICHMOND, VA. LATER 

WE TRIED HIS HAND AS A DIS- 
PLAY MATERIALS SALESMAN, DIDNT 
LIKE [T AND JOINED GODCHAUX’S. 


Gartos-Hh 


DISPLAY DIRECTOR, 


GODCHAUXS 


NEW ORLEANS 





iv 


AS BEEN WITH GODCHAUY’'S 
SEVEN YEARS WITH AN INTER- 
LUDE OF THREE YEARS DUR- 


ING WHICH TIME HE SERVED 
WITH THE B4TH ENGINEER’S 
CAMOUFLAGE BATTALION IN 
AFRICA, SICILY, ITALy, FRANCE 
AND GERMANY. CHARUE'S 
FAVORITE SPORT 1S GOLF, ANO 
HE ALSO LIKES TO FISH. HE 
MARRIED A BIRMINGHAM GIRL 
IN 1928. 
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nizirg ‘he IAD, I want to report from 
cent tter from Joe Vent, display 


d tor te krike-Kumler Company, Dayton 

1 felloy s are now on the right track. 
\ th the r.aipressive list of officers in the 
[\!) and the new organization committee 

ed by Ray Bianchi, whom I feel sure 
\ give his all to help formulate these 
plans, I feel sure it will succeed.” He also 
states that “one good sound national or- 


vation formed on a new set of by-laws 
directed by a capable person as a full- 
tit job is the one organization that | 
would like to see succeed.” 
wish to add my personal reactions to 
what has transpired at our meetings both 
lune and July. I, too, feel we are on 
right track now and after concluding a 
hard year during my first term in 
I feel much better over the IAD 
situation as existing at present. 

With men like Ray Bianchi, Delbert Ford, 
John Chord, Bob' Johnson, Les Barofsky and 
others who are willing to give of their 
valuable time toward a revival and_ re- 
organization of the IAD, I feel greatly en- 
couraged and very optimistic. This should 
be a banner year for those who have con- 
tributed time and effort in the interest of 
our association. 

\s previously announced, the IAD is to 
continue in existence up until 
plans for the change-over to the new asso- 


complete 


ition have been consummated and adopted, 
therefore at this time, I ask all IAD 


members whose dues are in arrears to 
please forward their check for same _ to 
P.O. Box 2582, Birmingham. Also those 


displaymen desiring to become affiliated, 
please contact the above address. 


"Fiberglas" Fabrics 
For Display Banners 

Fabrics woven of “Fiberglas’” yarns are 
ww in service as decorative display ban- 
ners in various types of sales rooms, The 
LaFontaine-Detroit Company, Detroit, has 
announced. 
manufactured by Owens-Corning Fiberglas 
Corporation, Toledo, the LaFontaine-De- 
troit Company conducted experimental work 
preliminary to development of the applica- 
tion. 


Using fabrics woven of yarns 


This new type banner will not shrink or 
stretch under moisture changes and is un- 
affected by most acids, corrosive vapors and 
oils. Because “Fiberglas” yarns are in- 
organic and noncombustible, the banners 
ire able to withstand many service condi- 
tions to which organic fabrics can not be 
subjected. The banners are printed by letter 
ress, with resin based dyes in a full range 
the banners will also take print- 
using reverse plates. 


t colors; 


Australian Display Opened 
In New York City 


Reminiscent of Century of Progress days, 
permanent display has been opened by 
istralia at Rockefeller Center, New York 
ity “Know Australia” is the general 
tieme, and most of the background atmos- 
re is provided by color scenes from that 
intry. 
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Xmas Elegance 


AS-206—Bell Archway. 36" x 26". 
Self standing, wall board, 8" pa- 
pier mache bells, pressed wood 
decorations. White and gold, red 
lettering. (Cherub not included}+— 
$11.50 ea. 

AS-302—Cherub. 1914" x 16" x 
414"'. Plaster, half round, in 
green, black, flesh or gold body. 
Specify color—$10.50 ea. 


LO-115—Papier Mache Bells, 


white with gold: 8 —95¢ ea., 
12" — $1.35 ea., |15''—$2.25 ea., 
2|''—$5.50 ea. 


Display Production Centre, Inc. 


“Headquarters for Display" 
35 W. 36th St., New York 18, N.Y. 











ARISTO 
Flight 
LORAN 


ROYAL 








MOLDED 
PLASTIC LETTERS 


Translucent or opaque in 
wide selection of colors 
and sizes. Special phrases 
and styles reproduced to 
your specifications. 


WARNER INDUSTRIES INC. 
1125 BANK STREET 
CINCINNATI 14, OHIO 

















Costumes of 
Yesterday 


"The silver whisper of trailing 
silk." Rent authentic costumes 


from 


KATHERINE BURR FLEMING 


76 Rogers St., Branford, Conn. 


Write for circular and please 


state period of photos desired. 


G. Fox Company’s 100th Ann1- 


versary window, Hartford, Conn 








FOIL and FANCY 
PAPERS 


Plain and Embossed, Borders, Base Metal, 
Puffing Foil, Florist Foil, Chain Links 


IN STOCK FOR IMMEDIATE DELIVERY 


R. A. OHLHORST 
454 Broome Street, New York 13, N. Y. 


USE THE 


OPPORTUNITY EXCHANGE 
For any WANT AD purpose: 
POSITION WANTED POSITION VACANT 
USED DISPLAY EQUIPMENT FOR SALE 
REPRESENTATIVES WANTED 
$3.00 Per Column Inch — CASH WITH ORDER 
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To: 
Jobbers of Fabrics 


Prepare now for Christmas Dis- 
plays. We are in a position to sup- 
ply your requirements in: 


@ Tinsel Fabrics 
@ Jewel Cloths 
@ Nets 
@ Velvets 
@ Display Scrims 
@ Tarletanes 


@ Sparkle Fabrics 
Catalog on Request 


Special Discounts to Large Users 


ASSOCIATED oss ccs, 
FABRICS CO, """"""” 

















For Display 
it's 


Ev-Ready 


Write for details 


EV-READY °c" * 
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Room-Size Showcase 


EARS of experience in merchandising 
have convinced A. J. Pete, president 
and manager of The Lion Store, 
Toledo, that well-displayed items virtually 
sell themselves. 

Consequently, in planning the recent mod- 
ernization of the appliance department in 
his store, Pete, with the assistance of the 
Toledo Plate & Window Glass Company, 
designed a glass-enclosed radio listening 
room 

Situated just inside the street entrance to 
the Appliance Shop, this new room looks 
like a huge showcase, attracting the atten- 
tion of passers-by to its display of fine 
radios, which are readily visible through 
the all-glass walls. 

In order to reduce breakage hazards and 
to provide a relatively soundproot room, 
which at the same time affords excellent 
visibility, side walls and front of the listen- 
ing room are of large panels of “Tuf-flex,” 
an extra strong plate glass produced by 
Libbev-Owens-Ford Glass Company. These 
doors are of 34-inch thickness and weigh 
approximately 200 pounds each, yet they 
swing easily on their modern style fittings. 

Prospective customers have the oppor- 
tunity to view the various makes of radios 
in a natural room-like setting, which en- 
ables them to visualize a similar arrange- 
In addition, they 
can enjoy the advantage of listening to a 
radio without disturbance from activities 
elsewhere in the shop. Salesmen thus have 
a better opportunity to get the customer's 
undivided attention when pointing out the 
merits of the radios displayed in this mod- 
ernly equipped room. 

Pete believes that visual front rooms of 


ment in their own homes. 


—A room-size showcase for the Appliance 

Shop was developed by The Lion Store, 

Toledo; side wails and front of the radio 

listening room are made from large panels 
of an extra-strong plate glass— 
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this kind have numerous possibilities as a 
appeal of mer- 
chandise in various sections of large de- 


means of increasing eye 


partment stores. 
Managers ot affiliated stores in The 
Mercantile Stores, Inc. group, of which The 
Lion Store is a member, already have ex- 
pressed interest in the glass-enclosed radio 
room at the Toledo store, according to Pete, 


Lee Plastics Combines 


Plastic, Decoratives 

The Di-Noc Company’s rich simulations 
of marble, woods, and leathers have been 
combined with plastics in a line of display 
fixtures just announced by Max Hochman, 
of Lee Plastics, A and Lippincott. streets, 
Philadelphia 34. Marketed under the name 
of “Leeplax,” the fixtures can be used with 
or without the frames or legs, as platforms, 
background decoratives, and panels. Litera- 
ture is available from the address given 
above. 


Frank Collins Wins 
Rex Products Contest 

Prizes amounting to a total of $2,500 have 
been sent to the winners in a display con- 
test sponsored by Rex Products Corpora- 
tion, New York City. First prize of $1,000 
went to Frank Collins, The May Company, 
Cleveland, with second place being won by 
W. Arthur Gray, Lansburgh & Brother, 
Washington. Third and fourth prizes went 
to R. Trudeau, T. Eaton Company, Mon- 
treal, and David Twachtman, Sibley, Lind- 
say & Curr, Rochester, N. Y., respectively. 





Keeley Takes Over 
At Ungar's 

Formerly first assistant at O’Connor, 
Moffatt & Co., San Francisco, D'Arcy 
Keeley is now in charge of display for 
Ungar’s, Portland, Ore. 
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Intense Management Interest 
In BettersDisplay 


When interviewed after a nationwide 


isiness. trip, Ralph W. Adler, Jas. B. 
illiams, Inc.; New York City, reported 
it in numerous instances top store off- 
ils were eager to learn of the newest 
nds in store modernization, window dis- 
iy and interior display treatments.  Al- 
ough in many cases modernization plans 
re being held in abeyance because of high 
nstruction costs, most store officials 
emed disappointed that their plans for 
idernization were being held up. 

\dler stated that he sensed a= greater 
ippreciation of display’s importance by 
tore merchandising executives, and that in 
spite of a temporary slowdown in display 
rders, the future is most promising and it 

up to display directors and the display 
ndustry to lead the way to a more forceful 
ind effective use of display facilities. 


Leslie Slack Wins 
Coty Contest 


First prize of $500 in the display contest 
sponsored by Coty, Inc., has been awarded 
Leslie D. Slack, Wurzburgs, Grand 
Rapids. Other prize winners were as_fol- 


lows: second, $300, Elizabeth Jane Dowdy, | 


J. N. Adam & Co., Niagara Falls, N. Y.; 
third, $200, Merrill Fenner, H. Liebes & 
Co., San Francisco. Fifty dollars each went 
» Charles Ellis, McCurdy & Co., Rochester, 
N. Y.; Leo Rauch, Buffum's, Long Beach, 
Calit., and George M. Allen, Castner-Knott 
Company, Nashville. 


Taylor Specializing 
In Store Modernization 

B. L. Taylor, for some time with George 
Wyman & Co., South Bend, and more re- 
cently with Sears, Roebuck & Co., has 
formed a company under the name of Asso- 
ciated Store Planners & Designers, located 
at 24 South Sixth street, Minneapolis 2. 
He is specializing in store design and mod- 
ernization. 

During the last two of his ten years with 
Sears, Taylor devoted his time to conduct- 
ing construction and display in 41 stores in 
the Northwest territory. 


Modernage Displays 
In New Location 
Formerly at 215 East 149th street, Mod- 
ernage Displays, Inc., is now in new show- 
sioms at 101 West 3lst street, New York 
City. The firm, under the direction of 
\nthony A. Cooper, handles display fixtures 
ind a varied line of equipment. 


Twin Cities Display Club 
Reported Near Formation 

Reports have been received to the effect 
that displaymen in Minneapolis and St. 
Paul are considering a revival or reorgani- 
ition of the Twin Cities Display Club, 
ictive in that area for some years. 











Don’t forget—send in your news 
items about all happenings in the 
display field: births, deaths, marriages, 
changes of position, anything pertain- 
ing to display or displaymen anywhere. 
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JOBBERS AND MANUFACTURERS everywhere proclaim 


PETAL TOP WIG 


The Finest in the U. S. A. 
Tops in Quality, Style, and Production 


NU-SHOW DISPLAYS 


97 SIXTH AVE. 


NEW YORK CITY 13 
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READY MIXED METALLIC GOLD 


SYNTHETIC LACQUER 


Your difficult gold or silver finishing problem can be a simple process. 
Just STIR, THIN and APPLY by brushing, spraying, dipping or 
tumbling. It dries in 10-20 minutes. Gold color and leafing properties 


are stable and uniform. 


A trial gallon is offered at quantity price. 


Processed Chemical and Coatings Corp. 


33 NORTH Ist STREET 


MANUFACTURERS OF INDUSTRIAL FINISHES 


BROOKLYN I1, N. Y. 


















STUDY 


Easy Home Study course showing 
how to do every phase of window 
display work. Carry out our instruc- 
tions in your own windows aad 
learn while you earn. 


Largest and oldest scheol of its kind. 
Founded 1904. 


Write for literature. 


THE KOESTER SCHOOL 


300 W. Adams St., Chicago, DL 





WINDOW ow | 
AT HOME | 






ji 








Every Display man, woman, boy and 
girl will want this! A complete and 
authoritative text on papier mache 
reproductions and originals. Tells 
everything! Materials needed, Tech- 
niques and applications. Start work- 
ing immediately in your own store 
studio creating your own papier mache 
props, or set up a small shop of your 
own for a profitable sideline. Com- 
plete treatise sent prepaid upon receipt 
of One Dollar, cash or money order. 
The House of Charm Craft, 334 
Lackawanna Avenue, Scranton 3, Pa. 











@ Please Mention DISPLAY WORLD When 
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FOR A 


Star Spangled 
Christmas! 


CJ-85 HEAVENLY STARS 
WHITE OR PASTEL COLORS 


aa 4 SIZES 
i," te 414" 
$12.00 
GROSS 


ASS'T. 


1-48 TWINKLESTARS 


ITE OR PASTELS 


ALL: $ 4.80 doz. 
$51.20 gross 


RGE: $ 6.00 doz. 
$69.00 gross 


NT: $ 9.00 doz. 
$102.00 gross 


cked flat for convenience. 


d hang. 


-cJ-82 FOUR-OUT-OF-ONE-STAR 


White or Pastel Colors 
$3.75 dozen $43.20 gross 


LARGEST STAR IN SET 10" 


c)-7> PRANCERETTE 


WHITE OR PASTEL COLORS 


101%" x 1914" 
$8.40dozen $98.40 gross 


Smart Little Touches 
for Christmas, Etc. 


ARKOW-LEWIS ASSOCIATES 


705 ARCH ST. PHILA 6, PA. 
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ORGANIZING THE STORE FRONT 
[Continued from page 37 

setting for the store’s merchandise.  Al- 
though the picture frame may be permanent, 
the scenery should be changeable. In order 
to hold public attention, displays must vary 
from week to week, must take on new 
forms and patterns—all within the physical 
limits set by the store front. 

Since bold, easily visible signs and a 
quick general impression of colorful mer 
chandise on display will be enough to 
attract fast-moving auto trade, the chief 
problem in designing a_ store front is to 
appeal successfully to the slower pace of 
pedestrian traffic Entrance fronts must 
always be planned for moving crowds. 
There must be room enough along the store 
front for comfortable window shopping con 
ditions and an easy transition between 
street front displays and interior sales 
space. Intelligent planning is vitally nec- 
essary in order to turn the visual appeal 
of signs and displays into effective pull-in 
power. 

At this point the three-dimensional ad- 
vantages of store front advertising come 
into their own. Display space in depth is 
just as important as display frontage in 
width. Sidewalk traffic counts show that 
window shoppers often avoid building line 
show windows because of jostling crowds 
The time has passed when every store- 
keeper felt that economy of space compelled 
him to squeeze his store front against the 
property line. Instead, store entrance fronts 
are now planned with space for outside 


traffic. Traffic aisles are just as necessary 
on the store front as they are on the sales 
floor. Window shoppers are always on the 


move They should be given plenty of 
elbow room as they are drawn to the en- 
trance door by an attractive line of mer- 
chandise displays. 

One easy way to accomplish this is to 
pull the sidewalk itself into the store as 
a store tront lobby Such lobbies, some- 
times called arcades, make the transition 
from street to sales area a painless one. 
\t the same time, they merge the display 
values of the interior with those at the 
store front and help to turn window shop- 
pers into store shoppers. 

Where available store area does not per- 
mit a full-fledged store front lobby, it 1s 
usually advisable at least to allow some 
elbow room for window shoppers along the 
store front. This can be done by recessing 
all or part of the front about 2 or 3 feet 
back from the building line The conse- 
quent loss in interior sales floor area will 
be more than compensated for by the added 
pulling power of the entrance front. 

In crowded city shopping districts where 
both sidewalk space and display frontage 
are at a premium there are very real and 
logical reasons for using store front lob- 
bies, whether shallow or deep: 

First of all, they multiply the display 
possibilities of a narrow frontage. There 
can be as many as three times the number 
of show windows within a given width with 
a recessed front, when the wall of the store 
is arbitrarily located on the building line. 

Second, with a store front lobby, it is 
possible to create a greater variety of dis- 
play treatments. In this type of front, for 
example, there can be show windows on 
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—Of particular interest in this display created 
by Bartolucci-Waldheim, Chicago, for Re- 
liance Manufacturing Company, is the use 
of the "photogram" design seen at the upper 
right. The photogram process—the ability 
to record a great tonal range of light to dark 
values without a camera—is achieved by 
placing objects of various transparencies (or 
none at all) on photo-sensitive paper under 
conditions of darkness, and then exposing it to 
light. As the objects block and filter the 
light, their images are left on the paper in 
a type of silhouette except where gradations 
of tone take effect— 


the walls to right and left, one or more 
table top display case in the central floor 
area, additional show windows on the rear 
wall. As an alternative, the rear wall itself 
may be completely glazed so as to permit 
a view of the sales space beyond. 

Third, a store front lobby provides the 
clearest way to extend a hospitable wel- 
come to window shoppers. It affords free- 
dom from the sidewalk’s heavy _ traffic, 
shelter from the weather, and leisure to 
study the merchandise on display. 

In middle of the block locations, side- 
walk lobbies will give the stores that us¢ 
them added dignity and importance, added 
window shopping traffic. On a street cor- 
ner, these advantages will be immensel) 
strengthened by the fact that an open lobby 
can pull pedestrian traffic from both streets 
by acting as a convenient short cut. 

By recessing the store front, it is pos- 
sible to create corner show windows, even 
though the store involved is not on a corner 
location. The width of the store front’s 
open lobby turns its side wall show win- 
dows into corner displays visible up and 
down the street. Like show windows on a 
street corner, such displays have maximum 
visibility and attraction. 

Store fronts, whether set on the buildir 
line or recessed, can be designed either 
closed or open fronts or as a combination 
of the two. 

The closed front is the more familiar 





limit 
how 
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Iron 
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e. It is like a flat billboard, as wide 
| high as the store itself, as shallow as 
depth of its own closed show windows. 
\lthough the entrance door or doors to a 
ip of this type may afford a glimpse of 
store inside, the closed show windows 
mselves are planned as miniature theatre 
ts for merchandise displayed at or near 
level, rather than for a view of the 
es space inside. Each show window is 
iipped with appropriate but changeable 
1 and wall materials, lighting and dis- 
lay equipment, properly to set off its con- 
nts. Within the limits set by the fixed 
ign pattern of a typical closed front, 
h show windows are capable of present- 
a flexible and varied sidewalk display. 
spite of their shortcomings, closed 
fronts can be effective advertising mediums. 
The shop windows of Fifth avenue during 
the 1920's and 30's, for example, marked 
the high point in this type of store front 
display. All that could be done by expert 
space composition, the best of stage light- 
ing techniques and a gift for creating im- 
aginative advertising themes was. done. 
Within the limits set by a closed front, 
display directors brought their art to per- 
fection. Then and now, such techniques 
have the power to fascinate the public. 
Closed store fronts, however, are quite 
limited in scope and flexibility, no matter 
how well planned their show windows and 
At their best, such store 
fronts present a dramatic series of glam- 


lisplays may be. 


orous show windows; at their worst, they 
the art of window display to a few 
formal and not too flexible settings. The 
closed front will always continue to have 
its uses, chiefly where privacy or exclusive- 
ness are desirable or essential. It is losing 
popularity, however, due to the greater dis- 
lay opportunities offered by the open store 
nt. 
the average store, only a_ limited 
sunt of space can be spared for exterior 
play from the total available for store 
nt depth, sales floor and service area. 
Therefore, the number and variety of show 
ndows at the store front is seldom gen- 
us enough to display at one time each 
1 every type of merchandise on sale. 
Both large and small stores answer this 
roblem by frequently changing their show 
window displays. This is done not only 
the sake of variety but also to permit 
sales division to be represented on the 
re front from time to time. With a 
sed front, this system is a burdensome 
essity. With an open front, there is an 
portunity to utilize all the life, color 
activity of the interior sales space as 
tore front attraction, thus automatically 
ing its merchandise representation. 
\nother powerful influence in bringing 
k the open front is the fact that today 
ndards for planning and equipping the 
rior sales space have never been higher. 
merchant must devote a sizable share 
his building budget to the creation of 
attractive sales floor, it is then an 
ious economy for him to. obtain a 
ible return on this expenditure — once 
its effect on the indoor “shopping 
and once again from its effect as a 
re front display. 


[Continued on page 119] 
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LOS ANGELES REPORTING 
[Continued from page 45] 


was used to set off a large card which 
gave, in musical terms, the reasons why 
Miss or Mrs. Angeleno should buy “Rhythm 
Step Roadways.” At one end of the win- 
dow a natural wood stairway with a 
scalloped lower edge held pairs of shoes, 
accessories and wooden cutouts of musical 
notes on alternate steps. 


The new fall fashions with the midcalf 
length skirt were displayed in a series at 
The May Company against a stunning cop- 
per and white background. Stanley Thomp- 
son used copper-colored wooden strips to 
hold white scrim which formed a_ back- 
ground for one of the mannequins. At the 
other end of the window, the white scrim 
was carried up to the top of the window. 
White cut-out wooden letters fastened to 
the strips read “First Fall Fashions 47.” 
The words “First Fall’ were fastened to 
the top of the strip on one side of the win- 
dow, while the words “Fashions 47” were 
suspended from the bottom of the strip at 
the other side. The display card, copper- 
colored and fastened to a sheet of glass. 
carried the single word “Length” in long, 
narrow white letters. 


Roger Pickett did an interesting Dutch 
window at Rathbuns. It was a style pro- 
motion tie-up with Junior Bazaar on 
Crysler’s “Dutch Fleet Colours.” In the 
center was a wooden windmill blade made 
of lath. Two brightly painted Dutch wooden 
shoes were fastened to the windmill blade 
and held tulips. Beside the windmill was a 
half-pint papier mache Dutch boy in cos- 
tume and wearing wooden shoes —also the 
real McCoy. A large pot of tulips and ferns 
was placed on the floor next to the boy, 
and at one end of the window was an open 
copy of Junior Bazaar. Of course two 
mannequins wearing the merchandise the 
store was trying to sell were also in the 
window —one at each side of the windmill 
blade. 


Black and white was the color scheme 
used by Stuart Raymond for his “Mam/’zelle 
Bra” window at The Broadway. The win- 
dow itself was framed in white lace cur- 
tains, hung just inside the glass. At one 
side was the framed portrait of the manu- 
facturer. A long strip of seamless paper 
carried drawings and style numbers of the 
seven different fittings available in each of 
the individual sizes. A form, displaying 
one of the bras, was placed in the center 
of the window. A length of netting was 
carried up and fastened to the back of the 
form, falling in graceful folds to the floor. 
Shavings were used on the floor. The back- 
ground was black seamless paper 


Lighting Equipment Firm 
Appoints McRonald 


Kurt Versen Company, Englewood, N. J 


lighting equipment manufacturer, announces 
the appointment of Bernard McRonald as 
general sales manager. He was formerly 
midwestern sales manager of Wabash Cor- 
poration, Brooklyn, maker of Birdseye infra- 
red lamps and bulbs. Working with Clar- 
ence Birdseye, McRonald was the original 
promoter of reflector lamps. 





BEAUTIFUL FIBERGLAS 


Snow Crystals 


WHITE OR PASTEL COLORS 


CJ-49 ASS'T SNOWFLAKE 
4" to 10%" BEAUTIFULL 
PATTERNED 


Dozen asst >] -8! 
Gross asst 918-9 


CJ-54—DOZEN $6.00 
GROSS $69.00 


a DOZEN 
$6§9-99 cross 


} 
| 
| 
| 


e745) Ee 
cross $87.00 


pozen 99.0 
cross 9192-9 | 


DOZEN $9.00 
GROSS $102.90 


Effective for Christmas 
and Winter Promotions. 


ARKOW-LEWIS ASSOCIATES 


705 ARCH ST. PHILA 6, PA. 
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“Miracle Action!” 
| Aven’'s HAT-STA 


Makes Hat Display a Pleasure 





PRECISION 
WITHOUT EXERTED EFFORT 
With a slight move of the hand you can 
change angles of hats and be assured 
that they are perfectly centered and the 
crease will not be disturbed even in the 

midst of seve-e vibration. 
DISTRIBUTORS COAST TO COAST 
OR WRITE 


ALPERN’S 
134 9TH ST. PITTSBURGH 22, PA. 
Designers— Manufacturers HAT-STA 











We are doing our utmost 
to improve the supply. 


Keep asking your Dealer 
for 


“NAT-MAT” Cardboards. 


NATIONAL CARD, 
MAT & BOARD CO. 


MFRS. 
4318 Carroll Ave., Chicago, Ill. 


Allied Mills 
Los Angeles, Calif. Peterboro, Ont., Can. 
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Display Club Report 


By KEN IKERD 


Richman Brothers, Indianapolis 


HE Indianapolis Display Club recently 
completed its first vear of existence 

and it seems that a resumé of the year’s 
activities might be interesting and helpful 
to other organizations and to displaymen 
who may wish to form a club. 

Our first formative steps were to contact 
plans and 
collect suggestions for preliminaries. This 
getting in touch with 
irom them we 


several other displaymen to lay 


was followed by 
several existing clubs and 
got enough data to make the formation of 


our club, enrollment of members, working 


up a constitution and by-laws and_ the 
election of officers fairly easy 

We found that the most important initial 
step is in having a good program committee 

On April 18, 1946, we launched our 
Indianapolis Display Club, with R. C. Kash, 
editor of DISPLAY WORLD, as our prin- 
cipal guest. Of course it was a_ huge 
success. 

Our May 
welcome by the business 


local Merchants’ Association. 


meeting included a very fine 


manager of the 
By this time we were having diffhculty 
finding a suitable meeting place, until we 
arranged for the auditorium of the Citizens 
Gas Company, which we now use about 
every other month. 


In June we built our meeting around a 


“Point of View,” by Rowland Allen, per- 
sonnel director of L. S. Ayres & Co. This 
was another fine meeting, but we were 


beginning to teel the need for something 
other than speeches, something we could get 
our teeth into. 

We pooled our July and August meetings 
and went on an all-day picnic to beautiful 
Noblesville, Ind. And we 


with plenty to eat and 


Forest park in 
had a grand time, 


yy 








plenty of games and lots of fu 


such outings can be one ¢ 


drink, 
Incidentally, 
any club’s best get-togethers. 

Our first fall meeting, in September, was 
a three-star affair including George Saas 
public relations director of Citizens Gas 
Company, and his unforgettable “How to 
be a Failure in One Easy Lesson”; a men’s 
style review and an action 
demonstration of dressing men’s mannequins 
by the writer; the last-named was held at 


forecast, and 


Richman Brothers. 

In October we were the guests of Mary 
Helen North, display stylist of Wm. H. 
Block Company, who enlightened us on the 
“Woman's Angle of Display.” And = we 
added some fine color films on fishing to 
round out another good program. 

R. M. Hamilton came up with a really 
excellent program tor November, when we 
combined forces with the Indiana Chapter 
ot the Illuminating Engineering Society— 
with an attendance of more than 200—to 
Robert T. Electric 
Company, Cleveland. The lighting 
demonstration was a real education for all 


hear Dorsey, General 


store 


ot us. 

To wind up the season, our 
meeting was in the form of a Christmas 
party with a family-style chicken dinner, 
music, gift exchange, games, and fun for 


December 


everyone. 

And so to the new 
finding us in the Telephone 
auditorium as the guests of E. C. 


vear, with January 
Company's 
Belzer, 


—A group of club members watch a demon. 
stration by Ken lIkerd on dressing a men's 
mannequin. Here he is explaining the intri- 
cacies of the Windsor knot. Practical demon- 
strations of this kind enlivened the past year's 
operation of the Indianapolis club— 
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who gave us some worthwhile information 
on communications, now and future. In 
spite of a blizzard there was good attend- 
ance. 
1 February we were the guests of Frank 
Henzie and his Poster Display Company, 
where we saw the workings otf a fine 
modern screen process plant. 

t was a successful year, we think — and 
here we'll reveal one or two things we will 
change for this year: We will not have 
more than two speakers during the year, 
ani they must really be “big-time.” We 
will make every effort to get more working 
demonstrations and other contributions from 
among our own membership. And a tip to 
other clubs — don’t forget your junior mem- 
bership. Encourage them all you can... 
some day, you know, they take over. 

CHICAGO DISPLAY SCENE 
[Continued from page 49] 

contrast with the brighter tones. A grass 
mat covered the floor and a platform topped 
with pastel colored squares stood toward 
the back and side ot the window 
Fan palms 
added detail interest and a suggestion of 
coolness to the setting. A mannequin in 
casual summer attire and a clever novelty 
monkey completed the picture. 

Speaking of summer and sports, John W. 
Nugent, Madigan’s, 
used a sports background for a promotion 


area, 
serving as a base for the chair. 


display manager for 

anklets which pulled a tremendous busi- 
ness and sold out the merchandise line. The 
floor was grass matted, the background wall 
sky-blue, and the attired in 
bright candy stripe fabric. The props were 
in natural wood coloring. Sports items such 
as golf clubs, a tennis racket, and a croquet 
mallet added the atmosphere detail. The 
whole display aimed to make the quite 
obvious suggestion that the colorful anklets 
being featured were for the athletic type 
4% girl for sports or the casual look. The 
display is not pictured. 


mannequin 


here have been a number of most inter- 
esting travel display settings in this area 
recently, at Carson’s, at Field’s, and at the 
New Boston Store where James Murray is 
display director. Murray used a mannequin 
dressed smartly in a_ sophisticated travel 
costume ready for embarking on the first 
ship from port or taking off on the next 
air liner. This travel-minded miss was 
surrounded by an array of luggage in all 
shapes and Blown-up travel ads 
arranged as posters in the background com- 


sizes. 


pleted the scene. 


Guelledge Named 
At De Pinna's 
1. C. Guelledge is now assistant display 
nager for De Pinna’s, New York City, 
Hazlett Glazebrook, who is_ in 
charge of the department. Guelledge re- 
places Ogden Salmon, who resigned a short 
ago in order to move to the West 


reports 


St. 








Don’t forget—send in your news 
items about all happenings in the 
display field: births, deaths, marriages, 
changes of position, anything pertain- 
ing to display or displaymen anywhere. 
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PRESENTING + 


PERFECTION IN 
CLOTHING DISPLAY 
with the 


“REZ-NAT“ Adjustable 
SLEEVE FORM 


TANZER DISPLAY CO. 


6 WALNUT STREET 
EVERETT 49, MASS. 














PLASTIC SNOW 


3 Bushels to the bag, weight 10 lbs. 


pulverize when walked on. 


Will not 


Glistens like Real Snow. 


Special Price . . . $8.50 Per Bag 


RAYON NET W— Close-Out 


72-inch Rayon Net in Beautiful colors of Pink, Light Blue, White and Yellow. 


Special price, by the bolt .. . 69e per yd. 


SOUTHERN IMPORTERS and EXPORTERS 
200 FANNIN BLDG., HOUSTON, TEXAS 








CARDBOARD 
WHITE and COLORED 


Available in All Thicknesses and Sizes 


MANUFACTURERS OF QUALITY CARDBOARD 


SHOPSIN PAPER CO. 


112 CHARLTON ST. 


WoOrth 4-6038 


NEW YORK CITY 14 








REDIKUT LETTERS 


Die Cut Cardboard Letters 
Popular sizes, styles and colors. Write for 
your samples and prices. Ask your Dealer. 
THE REDIKUT LETTER CO. 
2902 W. 76th St. Los Angeles 43, Calif. 











USE THE 


OPPORTUNITY EXCHANGE 
For any WANT AD purpose: 
REPRESENTATIVES WANTED 
POSITION WANTED POSITION VACANT 
$3.00 Per Column Inch — CASH WITH ORDER 











to top off your 
mannequins 


aotural 
attractive 
display 


WIGS 
Arranjay’s Wig Co. 


WIG SUPPLIES, 
DOMESTIC AND EXPORT 
$2 WEST 20TH ST. 
NEW YORK CITY 
Telephone Chelsea 3-8340-1 





« « When Writing Advertisers Please Mention DISPLAY WORLD » » 
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Window! 
é 
Shield valuable display mer- 


chandise from _ destructive 
ultra-violet rays with: 





transparent 


PLASTIC SHADES 


Easy to install; simple to fit. 
loa plastic sun shade for your 
window is a MUST for low 


cost sun insurance. 





Mail inquiries to: 


the PLASTIC SHADE CO. 


83-52 Talbot Street 
Kew Gardens 15, N. Y. 


Representatives wanted 
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Headquarters for 
BAMBOO RATTAN 
MATTING 


All types and sizes for every 
purpose. Featuring South Seas 
Motifs. Largest selection of 
quality display material. 
Priced reasonably 
Immediate delivery 


Send today for latest price list 
Pacific Bamboo 


Products, Inc. 
1188 South LaBrea Avenue 
Los Angeles 35, California 
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R MtACE 


AUGUST, 1922 

W. T. Buswell, display manager of the 
Scranton Dry Company, Scranton, 
returned from a trip to Europe. 

Ely & Walker, St. Louis wholesale firm, 
opened its own display and = card-writing 
school for its customers. 

William H. Teal, president of the Inter- 
national Association of Display Men, ap- 
pointed Fred Olson, The Bailey Company, 
Cleveland, as convention director for the 
show to be held in 1923. Appointed to the 
membership committee were Clement Kief- 
fer, Jr.. The Kleinhans Company, Buffalo, 
George J. Klein, LaSalle & Koch, Cleveland, 
and William A. McCormick, The Boston 
Store, Chicago. 

“Jim” Berg left Burgess-Nash Company, 
Omaha, to join L. Baumann & Co., Chicago, 
as sales representative. 

George F. Eckhardt, display manager tor 
The Boston Store, Wilkes-Barre, Pa., won 
contest sponsored 





Goods 


first prize in a display 
by Popular Science Magazine. 

\. J. Donahue, formerly with Wana- 
maker's New York City, took over the 
display department for Bedell’s, Newark. 


AUGUST, 1937 

Arthur Meyer, Maharam Fabric Corpora- 
tion, was elected president of the St. Louis 
Display Club, succeeding Erwin Hiffman, 
Hiffman Display Advertising Company. 
Other officers of the club were William 
Schrick, Scruggs-Vandervoort & Barney, 
first vice-president; O. R. Pechman, O. R. 


‘ . . . 
Pechman Company, second vice-president; 


Roland Spies, Bader’s, secretary; Elmer 


Thieman, Display Service Studios, treasurer, 


¥ rts rr . , 
and Ted Talisman, Jaccard’s, sergeant-at- 


arms. 

\lexander Ensminger resigned as display 
stvlist at Bloomingdale’s, New 
in order to join the interior display depart- 
ment of Lord & assistant to 
John A. Donovan. 

George Withers returned to Ivey-Keith’s, 
Greenville, S. C., 
two months with another store. 

Formerly of Newark, N. J., and Macon, 
Ga., W. J. Fritts joined Nachman & Meer- 


tief, Montgomery, Ala., as display and 


Taylor as 


advertising manager. 

Victor Haida, of the New York City 
display firm of that name, returned from a 
lengthy visit to Europe. 

Phe Canton, Ohio, Display 
t two-day showing of manufacturers’ 
Hotel Belden. Chairman 
committee in charge was Kenneth 

Stern-Mann Company. 


Club spon 


products at the 








Don’t forget — send in your news 
items about all happenings in the dis- 
play field: births, deaths, marriages, 
changes of position, anything pertain- 
ing to display or displaymen any- 
where. 








York City, | 


as display manager after | 
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~ Headless 
Display 
Model Forms 


Perfect 
Standard Shapes 


SIZES 
12-14-16-18 Miss 
9-11-13-15 Irs. 


Price for Form Only 
Enamel and Jersey 


9.50 Ea. 


Price for Form 

Mounted on 10" 

Heavy Chrome 
Cast Base. 
Complete 


717.00 Ea. 


Write for New 
Catalogue 


QUENSELL DISPLAYS, Inc, 


71-23 Austin Street Forest Hills, N. Y. 




















CUSTOM BUILT SIGNS 


Special trade-marks reproduced 
in various colored natural woods 





INTERIOR 
STORE SIGNS 


Disptay Crart 


963 LAKE DRIVE S.E. GRAND RAPIDS 6 MICH. 


WwooD 
LETTERS 
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PRES — 


Five Display Heads “psi | 


A Cae | FLEXIBLE PLASTIC 
In a move designed for better coordina- Your : 
n between window and interior display, i 
is department has been divided into five ; R | 8 B Oo i S 
ctions at Carson Pirie Scott & Co., Chi- Column 
. Coe | | In Many Radiant 


eo, with a separate manager for each. 





\ll five divisions head up to J. W. Camp- | | | Colors 

1], display director. Marshall Williams is S 

Rie ‘ | 

ssistant director; he was formerly in On Monday morning, June 23, someone | 7 INCHE WIDE 
arge of interior display. called to my attention that a display ma- | 20c per yard 


\lanager of window display prior to the | terial and equipment exhibit is taking place 
w set-up, Clement Bradley has charge of | at the Stevens, although no interest was | 
ashion apparel, accessories and millinery | created via direct mail for me to drop 
lisplay. His former assistant, Arthur Gault, | everything and attend. I arrived at the | 
display manager for intimate apparel, | Stevens 11:30 a. m. 


31% inches wide, 10c per yard 








uvenile wear, and fabrics. Esther McDer- | Everywhere new names appeared, new 
itt is in charge of home furnishings dis- | suppliers that I never heard of, new lines, | 
play. John McMahon continues as display | new ideas, paper, cardboard, plastics every- 
nanager for the downstairs store, as does where. The exhibition hall, the ballroom | 
Robert Victerine for the men’s store. | floor, the third floor and rooms on other | 
floors—all exhibits were very interesting, 
National Guard To Seek | but the spirit of former International Asso- | 
A Man A Minute | ciation of Display Men conventions was | 
| not there. Everyone acted in a hush-hush | 


The greatest recruiting drive in the his- 
tory of the National Guard is being con- 
ducted this fall. Undertaken at the specific ; 
direction of President Truman, the drive | 54W several blow-ups of the 1922 Silver 
will last for two months, closing on Novem- Jubilee IADM convention in Chicago at the 


} manner. 
| 
| 
| - . . . 
16, and the cooperation of retail store | Coliseum at the Congress, which was the 
| 
| 
| 
| 


Walking around the exhibition hall, I 


ber 





headquarters. I remember the long lines 
and excitement at the registration desk. I | 
remember the various. state delegations 


display departments in promoting the drive 
is requested. 


Jobber Inquiries Invited 


ae | whooping it up for their states, Kansas | TRIM RITE COMPANY 
one enlistment each minute during the two- | S¥™flowers, Oklahoma cowboy hats, Mon- 


The immediate objective for the drive will 


be the enlistment of 88,888 men. This is 


tana with its Indians—good fellowship, old 
| acquaintances meeting each other, and the 
| first evening the “Presidents Party,” 
laughter, music, refreshments, conversation, 
association politics. Who will be elected? 
Which convention city next, ete., etc. What 


315 Clinton Avenue 
Newark 8, New Jersey 


month period. 

Each of the 48 states, Hawaii, Puerto 
Rico, and the District of Columbia have | 
been assigned quotas. The state objectives 
are based on their share of the Guard’s 
ultimate strength of 682,000 officers and 


men. They ranze from 100 for Nevada to | * Comtrast to the cold display equipment 
8100 foe Maw Vork exhibit at the Stevens, Chicago, 1947! FLAMEPROOF 


I began looking for displaymen. I began 


. looking for “old timers. I tound one | 

Change Of Location i aga eal 2:9 a a 

A ‘ here, one there. Then I ask: Who are | 
or Hecht Fixture _ . the buyers? Are the displaymen merely 
Hecht Fixture Company, Chicago, is mov- | puppets and the promotion department the 











ing its showrooms from 212 South Franklin | real buyer now? I began visiting the ex- | 

street to 315 West Quincy street where the | hibits and found that the buyers are display | 

firm will occupy the second floor. The | jobbers. I found that one exhibitor is try- FOLIAGE 
company has also purchased a_ factory | ing to sell the other exhibitor. I found 

building for the manufacture of plastic fix- | that the manufacturer is trying to find dis- 

tures. tributors or jobbers. The jobbers are try- 





NATURAL 
PRESERVED 


ap ee ing to sell themselves to the manufacturer 
TenEyck Top Winner so as to become a distributor. I found 
In Contest persons sketching ideas to reproduce when 
they get home. 


First prize of $250 in the display contest 





sponsored by the Commercial Shirt Com- I hear that a meeting will take place in @ Tropical Laurel 
pany in connection with Father's Day has the Grand Ballroom at 2 : oe Oh, | @ Oak Leaves 

en awarded to W. E. TenEyck, L. S. | 54% there it is where I find displaymen and * Eucalyptus 
lonaldson Company, Minneapolis. Leon siaean sailor eae acne pagcn a Magnolia 
Neidert, E. W. Edwards & Son, Rochester, “gh sai aacigs ches 7° — = 
Ne dss won second prize of $100, with third _— pie a 9 eigen t a ae ae ns por — 

ice and $50 going to Alfred Kay, Saks- rinse oy Cae lores, . 

ity Staves Wier Wek itae: ‘ atter the lights of all exhibits have been @ Mullins 

turned off, -150 to 175 men and women @ Thistles 
occupy the center chairs. (Others esti- W 

Arkow Solves Problem eh: 500.—Ed.) General Devers delivered — 
Of Sample Cases a typical military talk, at the same time 

Heavy sample cases are a thing of the officially thanking the displaymen’s “Vic- 

st for Edward Arkow, of Arkow-Lewis | tory Committee” for their war effort. Look- ARTS d FLOWERS 

sociates, Philadelphia. On his present | ing closely around the hall at this only ali 

lling trip he is using a projector to show, | meeting of the 1947 exhibit, I compare it 

| size and in color, his complete line via | with former opening meetings at the [ADM 43 WEST 56 STREET 
odachrome slides. He reports the method | conventions. One missed leaders in display, NEW YORK 19, N. Y. 

being completely satisfactory, both for men such as: Dept. D 


a 





“a mself and for his customers. J. J. Cronin; J. MeArdle; A. W. Malet; 
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Americas LOw@Z7 Prices! 
GIANT SIZE rhotograpnic 


BLOWUPS 


Made trom Your OWN Negatives or /rints J 


PHOTOCRAFT 2 


3543 BROADWAY 
KANSAS CITY. MO. 











AN EXCLUSIVE DISPLAY ITEM 


MONTICELLO BRICK 


SEND FOR SAMPLES 
JOS. E. PODGOR CO., INC. 
618 Market Street Phila. 6, Pa. 














Frank Stevens: J 4. Cook; L. F. Dittmar; 
EK. McEachnie; Hollinsworth, of Toronto; 
Harry H. Cowan; A. L. Meadows; H. H. 
Tarrasch; M. L. Pierce; E. H. Bates; H.C. 
Pettit; Carl Goettman; Karl Amdahl; Lou 
Rogers; Ed. Lamprich; E. W.. Calvin; 
B. A. Rainwater; A. H. Kagey, Paul Lupo; 
Frank Maxwell; Harry W. Hoile; Carl A. 
Semsch; Thomas E. Bird; Sam Weis; Wil 
liam McCormick; Herman Frankenthal. 

It was nice to meet some old timers such 
as: Jim Berg; Carl H. Shank; 
eron; Paul L. Wertz; E. Preston Browder, 
J. D. Williams, and a few others 

If the IADM would still function, June, 
1947, would be the “Golden Jubilee,” but 
unfortunately the [ADM is dead. 

The question 1s, why did the IADM de- 


teriorate 


Jack Cam 


When state and sectional groups, 
affiliated with the IADM, began to organize 
their own local exhibits and meetings, the 
IADM began to be broken up. The IADM 
When 


this unity began to deteriorate into sec 


was powerful when there was unity. 


tional and state organizations, that was the 
beginning of the end for the [ADM 

\n exhibit of merchandise for the purpose 
ot selling must be 
managed, by the buvers 
not be 
leading manufacturers how much was spent 
by the 


organized, controlled, 
Otherwise it will 


successful I asked some of the 


manufacturers for the 1947) show. 
They estimated it between $200,000 and 
$250,000 What a shame tor such an eco 


nomic waste! 


attended — the 
1947 exhibit, which evervone knows did not, 


Even af 1,000) displaymen 


(Official figures listed 2,981 displaymen in 
attendance Kd.) the cost per prospective 
buver would be at least $200. Is such eco 
nomic waste necessary This expense must 
be added to the cost ot the 
which. the 


merchandise 
retail trade must absorb Can 
anyone imagine an exhibit to sell goods, 
closed at 6 p. m., not giving a chance to 
the smaller merchant, who can not leave 
his retail store during the day to attend: 
Was there any sense to that? Was there 


any promotion to the retail trade in the 


DISPLAY WORLD 


Chicago area to attend? In 1922 at the 


Coliseum there were 51 exhibitors. In 1947 


at the Stevens there were 106. Out of the 
51 exhibitors in 1922 only five exhibitors are 
shown in the 1947 directory of the National 
\ssociation of Display Industries. <A ter- 
rific mortality ! 

From observation and from inquiries, I 
can not see any immediate revival of a 
strong display organization on account otf 
lack in leadership.—Sol Fisher, Fisher Dis- 


play Company, Chicago. 


I would like to say something about Mr. 
Scheuer’s article “South America, Display 
Market” in the June issue of DISPLAY 
WORLD. It seems to me that Mr. Scheuer 
did not spent more than only few minutes 
in Bogota. I am not interested to sing a 
love song about Bogota or people here, but 
there must be always a meaning in what 
people say. As a matter of fact, there are 
plenty very 
too, and still are under construction more 
and more. There are broad avenues and 


modern buildings and = shops, 


a very beautiful residence quarter in a very 
extended area. 

Bogota is an old city, but she is now 
undergoing an entirely transformation. Still 
there are colonial corners and_ buildings, 
but where not? It is not true that retail 
stores are very backward. Not at all. 
There are plenty of super modern retail 
stores, with very beautiful things to buy 
(not only textiles and = yard 
guess that Mr. Scheuer didn’t spent mors 
than a couple of minutes here in Bogota 
or in the = air-field—Werner [. Ilmann, 
\lmacenes Ley Ltda., Bogota, Colombia. 


goods). | 


I receive DISPLAY WORLD each month 
and have found it most interesting and 
helpful in some of my displays, 
but | am wondering if you could help me 
contact a display manager for some con- 
America, with whom I 
\ustralia con- 
displays are in a big 
1 course like all other lines 
ot display the 
changed each month. I have to work out 
my own ideas and then they go into prac- 


window 


fectionery firm in 
eould exchange ideas. In 
fectionervy window 


demand, and 


whole layout has to be 


tice 

This means the old story of having some- 
thing new each month, and that comes very 
hard some and that 1s why | would 
like to exchange my ideas with someone 
who is doing confectionery window display 


times 


in America.—K. Hindmaish, MacRobertson’s 
Pty Ltd \delaide 
tralia 


street, Brisbane, Aus- 


Marketing Men Talk 
Visual Merchandising 

The first official meeting of the 
formed Akron Chapter of the 
Marketing Association was held at the 
Portage hotel, Akron, with approximately 
100 in attendance, 


newly 
American 


including members and 
guests 

Vernon H. Jones, manager, store planning 
and merchandising laboratories, The Good- 
led the illus- 
trated panel discussion on the vital prob- 
i tying in operations at the retail 
level with sales and advertising effort. The 


vear Tire & Rubber Co., Inc., 


lem 
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1947 


presentation was entitled “The How, Wher: 
Why and When of Coordinated Mercha 
dising.” The entire program was. built 
around visual merchandising as the spear 
head to simplified selling and reduced sel] 
ing costs. Emphasis was placed on tl 
value of research at the point-of-sale with 
information taken from stock control records 
specifically to guide store planning and 
display activities. As a part of the panel 
Jones also covered the subject of “Stor: 
lavout to create more productive selling 
space and reduce square foot sales expense.” 


A. C. Thompson, consultant on distribu- 
tion and management (formerly vice-presi- 
dent of Associated Merchandising Corpora- 
tion, New York City) climaxed the evening 
session with a hard-hitting summary trom 
retail management's point of view. Thomp- 
son pointed out that with retail prices 
coming down and overhead rising, selling 
costs will be the key to whether the doors 
of a store are going to stay open or closed. 

Other speakers on the panel, together with 
the subjects covered, are as follows: Dean 
Lampman, manager, 
The General Tire & Rubber Company, “Pro- 
duct and Package Design to Fit Sales Lo- 
cation”; K. R. Bailey, manager, store plan- 
ning and display, The Firestone Tire & 
Rubber Company, “Fixture and Equipment 
Development to Present a Maximum Amount 
ot Merchandise to Best Advantage”; J. A. 
Holland, manager, store design and engin- 
eering, The B. F. Goodrich 
“Functional Store Design to 
Efficient Store Layout.” 


display merchandising, 


Company, 
House an 


Lloyd Jensvold, assistant manager, Seib- 
erling Rubber Company, “Internal Store 
Merchandising to Speed Up Sales and 
Facilitate Control Methods”; H. R. Guy, 
publicity director, The A. Polsky Company, 
“Display to Dramatically Promote, Adver- 
tise and Present Merchandise Where the 
Goods are Sold”; Mrs. FE. Buehl, advertis- 
ing manager, The M. O.Neil Company, 
“Advertising to Bring More Buying Pro- 
spects to our Visual Selling Machine.” 

Each speaker presented a_ to-the-point 
story which tied in with the others until the 
entire program was covered. 

J. Jesensky (Goodyear) operated a_pro- 
jector during the entire session to present 
the speakers’ charts. 
on the spot, 


Several were drawn, 
and projected to tie in with 
important points made by the speakers. 

Gene Altwies (Goodyear) acted as repre- 
sentative of research and_ presented the 
basis of nine different research programs 
which could be carried out to guide all of 
the visual merchandising activities. 

\ number of other dramatic displays 
were used to cover highlights of the meet- 
ing. One of these was an electrical chart 
which outlined the pattern of the entire 
program and illustrated the need for co 
ordination visual merchandising, 
buying and selling efforts, and also how 


between 


more manufacturer-retailer teamwork could 
be achieved. 

Dr. Warren Leigh, head of the Depart 
ment of Commerce, University of Akron, 
president of the new chapter of the Amer 
ican Marketing Association, which is made 
up of leaders in the field research, mar 
keting and merchandising in the Akron area. 


f! 
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New Photography Method 
Has Many Display Uses 
Corporation of 


tavision America, 487 


Park avenue, New York City, is the name 
company which is leasing a new 
photography method to retail stores tor 


display and portrait use. With the special 
pment involved it is possible to produce 


either color or black and white pictures 
which have a startling semblance of three 
dimensions. The equipment is leased to 
the stores for a given period. Several well- 
known firms have signed display use con- 
tracts and it is reported that R. H. Macy 
& Co., New York City, will use the method 


battery of displays scheduled to go on 
V1 in September. 


Forming Press Installed 
By Steiner Plastics 


\ new. forming said to be the 
largest of its type, has just been installed 
Steiner Plastics Mfg. Company, Inc. 
in the company’s new plant at 47-30 33rd 
street, Long Island City, N. Y. 

This press operates with air cylinder and 


individually. The 2- 


press, 


hu f¢ 
DV r 


vacuum combined or 
inch diameter ram operates with a 36-inch 
stroke and has a 11,500 pounds. 
The bed is adjustable from 3 feet to ram, 
lown to 7 feet to ram in 4%-inch steps. 


force of 


Snow Closely Simulated 
By "Tala-Bal'’ Line 

Elm Products Company, 238 George street, 
New Haven, has announced several new 
additions to its “Tala-Bal” line of decora- 
Said to be the nearest approach to 
material is 


tives. 


real snow ever produced, the 


manufactured into snowflakes, crescents, 


bells, ice cubes, snowballs and other 
The various items are available in 
silver and gold; the white 
tinted as desired. 


Stars, 
designs 


snow-white, 


Can be 


Architect Is Speaker 
Before Display Group 

Members of the Southern California Dis- 
play Club their last 
meeting by Gene Burk, local architect and 
“Modern Store Design.” He 


were addressed at 


co-author of 


urged close cooperation between display- 
man and architect in store construction or 
modernization, and stressed the need for 


some source of basic display education. 





Plastic Fixtures Shown 
In New Catalogue 
Plastic Fabricators, 44 Murray street, New 
York City 7, has 16-page 
in which the firm’s line of plastic 
detail. 


released a new 
atalogue 
shown in Copies are 


res 1s 


able on request. 








We invite DISPLAY WORLD read- 
rs to make frequent use of the 
service Bureau for information on re- 
ources for all types of display mate- 
rial and equipment from air brushes 
to zebras (stuffed), or for general 
onsultation on display problems. No 
harge is made for this service, of 
ourse. 
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ORGANIZING THE STORE FRONT 
[Continued from page 113] 


The open front is so called because it is 
visually open. The same metal and glass 
walls keep the weather out but the closed 
window backs are gone. Window shoppers 
are able to see the interior 
framed like a show case by its own store 


sales space 


front. 
Aside trom adding interest, variety and 
a view of sales area traffic to the store 


front line up, open tronts help to solve the 
perpetual problem of giving complete side 
walk representation to all the store's mer- 


chandise. The sales departments immedi- 
ately inside the glass front act as their own 
display. Only merchandise from the more 
remote areas otf the sales space need be 


especially featured in the show windows. 
This tremendous increase in the variety and 
scope of street front displays within a 
given frontage is of great value. One-floor 
shops can be sure of showing most of their 
total merchandise at one time; multi-floor 
stores have less trouble in representing all 
their departments at frequent inter- 
vals. 

When combined with a store front plan 
appropriate to outside sidewalk traffic con- 
ditions and to inside merchandising, open 
than closed 


sales 


fronts can be more successful 
fronts in minimizing the apparent physical 
barrier between a store’s exterior and in- 
terior. At the same time, they accomplish 
this at minimum cost. 

The open front is a double purpose front. 
With this type of store front, no final deci- 
sion on display policy is necessary nor is 
management permanently committed to open 
front displays. If the necessary equipment 
is provided in the form of removable win- 
dow backs or curtains, it is an easy matter 

whenever a 
For the sake 
happen quite 


to have closed show windows 
closed store tront is desired. 


ot a varied display, this may 


often 
In any store front, open or closed, func- 
tional requirements come first. After the 


composition of any 
front determined, show 
entrance lighting, 
colors and textures deserve care- 

Final depend on 
how well they are all 
animated billboard, capable of 
and holding trade. 

In contrast to an ordinary billboard, the 
store front has three dimensions — depth as 
height —and it offers 
painted re> 
front is 


plan and the general 


store have been 


windows, doors, signs, 
materials, 
ful study. success will 
integrated as an 


attracting 


well as width and 
real merchandise instead of a 
Best of all, a store 
always on the job—day and night, vear in 


production. 


and vear out. 


Additional Expansion 
For Tri-Display 

Tri-Display, operated by Joseph P. Mc- 
Cullough and Paula McCullough at 488 
South 19th street, Newark, has purchased 
the company known as Display Center, 889 
street, in the city, and are 
operating it as a retail business under the 
Display Center Corporation. The 
othcers and stockholders in_ this 
are all ex-GI’s employed by Tri-State. In- 


Broad same 
name of 
venture 
dividually designed display units are being 
produced by the corporation. 
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XMAS 
TREE 


ORNAMENTS 


Wire stemmed 
Glass Balls 
1h" to 142" dia. 
pastel colors 


Metal capped 
Glass Xmas Balls 
2%" to 8" dia. 

all colors 


Imported glass 
Novelty 
Ornaments 


ARTS and FLOWERS 


43 WEST 56 STREET 
NEW YORK 19, N. Y. 
Dept. D 











SIDE VIEW 





“Papier Mache” Men’s, Women’s, and Chil- 
dren’s Forms made by hand by experienced 
Mannequin Manufacturers. Finished in 
Papier Mache or Mannequin composition. 
Price list and description sent on request. 


NATIONAL ART STUDIO 


306-308 South Market Street Chicago 6, IIl. 
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Opportunity Exchange 








CLOTHING STORE 


ria dg URES 
Bargain-Priced 


Genuine Grand Rapids fixtures in excellent condi- 

tion, priced for quick sale. Now available because 

one of America’s largest men’s clothing stores is 

re-modeling and requires new fixtures. Look over 

the list below . . . and write for complete details. 

20 Wall type overcoat cases, 7 feet high, 8 feet 
long, with three pull-out hanger bars. 

57 Free-standing clothing cases, 531/2 inches high, 
8 feet long, with three pull-out hanger bars. 

42 Free-standing overcoat cases, 641/ inches high, 
8 feet long, with. three pull-out hanger bars. 

9 Fitting rooms, approximately 5 x 5 feet. 

Other miscellaneous equipment in gum wood. 


ADDRESS BOX 8BN 
Care of Display World 


“NIGHT BEFORE CHRISTMAS” 
DISPLAY FOR SALE 


Excellent condition, packed in original crates. 
Consists of 10 plaster books with story and 
scene on each in relief and color, 20 children’s 
figures, 10 large flocked evergreen sprays and 
30 assorted size plaster bells, 10 screened light 
boxes —a complete Christmas setup. Pic- 


tures sent on request. 


Price, $500 F.O.B. 


WALKER’S, 
Display Manager 


San Diego 








MERCHANDISING PRESENTATION 
DISPLAY SPECIALIST 


We're looking for a man who has diversified experience in displaying 
merchandising for both windows and interiors. 


He may have been employed by a Department Store, Chain organization, 
or Advertising Agency. He must be able to create’ own ideas; art back 
ground helpful, but not essential. This is a chahce of a life-time for a 
top-flight man to broaden his field and become affiliated with a progressive 
organization, located in Philadelphia, Pa., specializing in display aids for 
chain store, dealer and distributor organizations of a national scale 
Write resume of background, experience and personal data; send photo 
if available. Our staff knows of this ad. 


Address “BOX 453” 


Care of DISPLAY WORLD 





SALES REPRESENTATIVE 
WANTED 


Few territories still available for experienced display men 
with proven sales record and live contacts with depart- 
ment and specialty stores. Our line of mannequins, forms 
and fixtures is most complete and nationally known. 
All replies confidential. Write fully. 


Address “BOX 89A”’ 


Care of DISPLAY WORLD 











ADVERTISING PROMOTIONAL SALES 
EXECUTIVE SPECIALIZING IN 
DISPLAY & POINT-OF-SALE AIDS 


Progressive organization, located in Philadelphia, Pa., specializing in dis- 
play and point-of-sale aids for diversified chain store, dealer and distribu 
tor organizations on a national scale; 1s looking for a man fully experi 
enced as a designer and Sales Contact Executive for interior and window 
lisplays The man we are seeking must be able to originate a program, 
esign it and have top-notch sales ability to put it across, and be able to 
follow all details to completion. This ts an opportunity of a_ life-time 
Write resume of background, experience and personal data and send phot 
ible Our staff knows of this ad 


Address “BOX 325” 


Care of DISPLAY WORLD 





REPRESENTATIVES WANTED 
to carry a line of 


MALINE & NETTINGS 
to be sold to 
display jobbers throughout the country 
Commission basis — Firm is well established 
Give background 


Address “BOX 8 KT” 
Care of DISPLAY WORLD 











WANTED: Window Trimmer. Ix DIS PLAYMAN 
handise displays. Immediate open desires change experienced 
1 department. store ‘ ted n : 
Pit ( Interiors and windows, back 
\l plies confident grounds, cards, artwork. Prov 
\ddress “Box 8 WS” en ability. Address “Box 8CC” 
Care of DISPLAY WORLD Care of DISPLAY WORLD. 

















SALESMAN OPPORTUNITY EXCHANGE 
WANTED For Any WANT AD Purpose 

ows eth Oe e POSITION WANTED 

NON-COMPETITIVE @ POSITION VACANT 


LINE @ REPRESENTATIVE 
WANTED 

$3.00 Per Column Inch 
CASH with ORDER 


\ddress “Box 68” 
Care of DISPLAY WORLD 
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DISPLAY SALESMEN 
WANTED 


facturer of select Papier Ma 
Mannequins is seeking men, 
non-conflicting display lines 
Southern, Western, Mid-West 


ind South-Western territories 
raight commission basis. Send 
neces, experience, and _ terri 
desired to 


Address “Box M.J.L.” 


Care of DISPLAY WORLD 


SALESMEN 
WANTED 


To sell a most outstanding 
line of displays in the New 
England and Southern states, 
for a dependable, fast-grow- 
ing organization. Must be ex- 
perienced display salesman and 
have a following. 


CHELIX, INC. 


361 West 58th Street 
New York, N. Y. 














Mid-West and 
West Coast Salesmen 


Wanted 


To sell fascinating new sculp- 
ture techniques and floral 
decor. We supply _ three- 
dimensional color slides 

may carry other lines. Com- 


mission. 


Address “Box 8 CW” 


Care of DISPLAY WORLD 


DISPLAY MAN 
WANTED 


Department store 200 miles 
from New York requires dis- 
play man capable of trimming 
windows and card writing: 
also knowledge of advertising 
and promotion. Excellent op- 
portunity; state full details in 
letter. 


Address “Box DHS” 


Care of DISPLAY WORLD 





Attention 


CANADIAN 
DISPLAY 
MANAGERS 
FOR SALE—“Adler-Jones” 


Dickens Christmas Carol 
Dioramas (Series of 6) 
Used only during Christmas 
season, 1946. 

Cost $1,740 (including duty 
and express) 


Will sell for $750 
Write J. L. Beaudry 


CHARLES OGILVY 
LIMITED 


Ottawa, Ontario 














DISPLAYMAN 
WANTED 


lo take full charge of dis- 
play dept. Department 
Store teaturing popular 


price merchandise. Must 
be conscientious and ag- 
gressive. Address: 


Racine Dry Goods 


Racine, Wis. 





FOR SALE 
7 Christmas Units 


Fairyland scenes by Timely 
Service. Used only once. Cost 
$18.75. Will accept best offer. 
Excellent condition—crated. 


Frank’s Dept. Store 


813 W.79th St., Chicago 20, IIl. 
Attn.: Display Dept. 


EXPERIENCED 
DISPLAYMAN WANTED 
to manage shop of a newly 
organized Display Manufac- 
turing concern located in mid- 
west town of 450,000. Must be 
good art man and thoroughly 
experienced in all phases of 
display design and construc- 
tion. In replying state all 
past experience and salary ex- 
pected. Send photo if avail- 
able. All replies confidential. 
Address “BOX 8-HE” 
Care of DISPLAY WORLD 

















FOR RESALE 


8 Complete Windows 
For $300 


Bliss “Origin of Christmas 
Customs.” Eight large, framed, 
original tempera paintings, 
scrolls, sixteen beautiful drops. 
Very effective. Cost $900.00 
Photos upon request. 


NEWMAN’S INC. 


Emporia, Kansas 








| FOR SALE—Christmas Decorations 


1 MAIN FLOOR DECORATION, 
complete—consisting of 34 lighted 
column trims; 3. hanging loft 
lighted chandelier pieces; 8 deer & 
sleigh ledge pieces; 12 pine tree 
ledge pieces. This trim was made 
by one of the leading display 
houses in the country and was used 
by one of the largest department 
stores in the mid-west. Is packed 
and crated in original crates and 
cartons ready to ship. Is in first 
class shap.e. Photos will be sup 
plied upon request. Priced at ™% 
original cost. Other Christmas 
pieces for sale—used once. Write 


ERSKINE DISPLAYS 
406 Sixth St., Sioux City, Iowa 


DISPLAY MAN 
WANTED 


for medium and high class 
ladies department store, 
this job offers an oppor- 
tunity to become manager 
and merchandiser for our 
first floor. State age and 
qualifications. 


EMPORIUM 


Jacksonville, Ill. 














WANTED 
DISPLAY MAN 


We have a_ splendid oppor- 
nity for a display man who 
thoroughly experienced in 
ns clothing and furnish- 
s windows. Good salary in 
irdance with your experi-' 
and ability. Prefer man 
Mid-West. Please give 


information in first letter. 
ite John Miller. 


ARMSTRONG’S 


Cedar Rapids, Iowa 











Experienced 
ARTIST WANTED 


Experienced in papier mache 
work, from both technical and 
art standpoint. Sales and de- 
sign with both plaster and 
papier mache, desirable qual- 
ity. State qualifications, salary 
expected, in first letter. 


General Products 


912-18 Ewing Avenue 
Nashville, Tennessee 








OPPORTUNITY 


EXCHANGE 
for any 


WANT AD 
PURPOSE 


— 

e Position Wanted 
e Position Vacant 
e Representative 


Wanted 


$3.00 per Column Inch 


CASH with ORDER 








DISPLAY 
WORLD 


Display’s Great Monthly Digest 


SERVICE BUREAU 


The DISPLAY WORLD Service 
Bureau will be glad to supply the 
latest authentic information about 
anything in the display line in 
which you are interested. If you 
do not find your needs listed on 
this blank, write a separate letter. 
If we do not have the information 
you want on file, we’ll find out for 
you. Avail yourself of our service 
facilities without cost or obliga- 
tion. This service includes an an- 
alysis of any display problem. 

{} Air Brushes 

{| Airpainting Equipment 
[| Animated Signs 

(] Artificial Flowers 

() Artificial Snow 

[|] Backgrounds 

{] Background Colors 

{] Background Coverings 
[] Brushes and Pens 
{]Card & Mat Board 
© Cardwriters’ Materials 
[|Color Lighting 

{_] Composition Pieces 
[] Crepe Papers 

() Cut-out Letters 

[] Cutting Machines 

) Decalcomania 

{] Decorative Papers 

{] Display Forms 

[] Display Furniture 

(] Display Letters 

[] Display Racks 

[] Drawing Boards 

[] Dye, Rug and Carpet 
tC] Enlarging Projectors 
(] Fabrics and Trimmings 
{) Fixtures 

{] Flags and Banners 

(} Foils 

{] Glass Specialties 

{| Grass Mats 

C— Hosiery & Shoe Forms 

Cl) Invisible Glass 

(] Lithographed Displays 

] Mannequins 

{] Metal Sheets 

[] Millinery Heads 

[] Motion Displays 

[] Motion Mechanisms 
C) Mouldings 

(| Natural Foliage 

f] Pageants & Exhibits 

f] Paper Sculpture Displays 

© Papier Mache Specialties 

— Photographic Blowups 

[] Plaques (Window) 

C] Plastics 

{Price Cards—Tickets 

[| Price Ticket Holders 

_] Ribbons 

{| Sale Banners 

1] Show Card Colors 

[] Show Cards 

f] Show Case Lighting 

[] Show Cases 

[| Store Designing 

[] Socks—Window 

{] Store Equipment 

T] Signs—Brass—Bronze 

 Signs—Card Holders 

— Signs—Electric 

fl Sign Printing Machines 

f] Sleeve Forms 

[1 Store Fronts 

C) Tackers 

‘| Time Switches 

| Turntables 

[| Venders (Imitation) 

[) Wall Board 

M Wigs 

[] Window Lighting 
[Do you wish a copy of their 

catalogue? 

[Do you plan to remodel your 
store soon? 
[Do you plan to build a store 


soon? 
MAIL TO 


DISPLAY WORLD 


CINCINNATI 1, OHIO 


Firm 

Display Manager 

Street 

City State 
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Planning your 60th to 75th 


anniversary celebration? 


HANDSOME DISPLAY PIECES 
USED IN OUR 


DIAMOND 
JUBILEE 


75TH ANNIVERSARY CELEBRATION 


For Resale at 


l 
a 
Original Cost 






















Here as an opportunity to get a most outstand- 
ing display series at a sacrifice price . . . created 
for us by one of the country’s outstanding 
display houses. The series,-which is in excel- 
lent condition, includes 22 double interior units 
and 3 window units. Diamonds are made 
of many-faceted mirrors leaves are in 
dust-blue metallic finish. Photographs sent on 


request. 


For further information and photographs, 


contact R. B. VON MAUR 


Petersen-Harned-Von Maur 


Department Store 


DAVENPORT, IOWA 








SALESMAN 
WANTED 


Wonderful opportunity for ex- 
perienced display salesman, 
with good contacts in the 
chain store field, to represent 
well-known manutacturer of 
plastic, wood and metal dis- 
play fixtures. Only men of 
proven ability need apply. 


Address “Box 341”’ 
Care of DISPLAY WORLD 





SALESMAN 
WANTED 


New York Manufacturer of 
Plastic Window Displays has 
opening for experienced sales- 
man. Commission basis. State 
experience and present activi- 


ties. 


Address “Box 102” 


Care of DISPLAY WORLD 








SALESMAN 
Lucite Displays 


A few territories open tor 
Salesmen and Jobbers to 
handle quality line ot 
Lucite dislavs. Attractive 


proposition. 


Address “Box K.S.S.”’ 


Care of DISPLAY WORLD 





FOR SALE: 
: Animated 
Christmas Display 


“Voyage To Christmas Isle” 
For further details and _ pic- 
tures, write— 


TULL & GIBBS, INC. 


1st at Wall, Spokane, Wash. 





















Experienced Salesman 
Wanted 


Nationally known  manutac- 
turer of metal, lucite and wood 
display fixtures, ladies and 
children’s mannequins. Give full 
details as to experience, age, 
in your first letter. Commis- 
sion. Great opportunity. 


Address “‘Box 8 DF”’ 


Care of DISPLAY WORLD 





SALESMEN 


Liberal commission basis — 
Represent established line of 
all occasion ribbons and giit 
wrapping foils — _ Florists, 
dept. stores, gift and confec- 
tionery shops, display, jewelry, 
variety, etc. Virginia, North 
Carolina, South Carolina, 
Georgia and Alabama. Quali- 
fications and references. 


TAFFEL BROS., Inc. 


95 Madison Ave. N. Y. C. 
Member of N.A.D.I. 








WANTED TO BUY 
Christmas Animated Display 


and about 16° scenes’ with 
theme. All photos will be re- 
turned. 

For Resale 


16 Adler-Jones Shadow Box 
Scenes 


Perfect condition. 
Stewart Wiggers 


WHITNEY’S 


San Diego 1, Calif. 





ACT QUICKLY 
FOR THESE ITEMS! 


SALE: 
50,000 Plastic Finish Paper Pen- 
nants, 12 x 19 inches. Assorted 


gay colors. $1.25 per 100. 

50,000 Stars, 4% and 5% inch. Plas- 
tic finish paper. Assorted gay 
colors. SOc per 1090. 

500 American Eagles, 6 x 6 inches. 
l-inch relief, flat back, unbreak- 
able plastic. 25¢ each. 


O. W. PLACK 


101-3 N. CAMERON STREET 
HARRISBURG, PA. 














ASSISTANT 


Here is an opportunity to es- 
tablish your future and with 
a feeling of security. Owner 
of a Display Service in a 
western Michigan city needs 
a capable assistant due to the 
growth of our business. Must 
be experienced in planning and 
executing window displays for 
all types of merchandise. Write 
giving complete qualifications. 


Address ‘‘Box 921”’ 


Care of DISPLPAY WORLD 


FOR SALE—Laughing Santa made 
by Gardner Display. New Uniform 
—New throne—Excellent condition 

12 records—Photos on  request— 
$300.00. 


BLACK’S, Waterloo, Iowa 
Att.: Mr. Peterson, Disp. Mer. 














POSITION WANTED — Available 
September. Window display, ad- 
vertising manager, dynamic dis- 
plays, forceful advertising. 25 years 
responsible experience. 


Address “Box 8 AW” 





Care of DISPLAY WORLD 


—_—_— 
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WANTED 
Experienced 


DISPLAYMAN 


For two high quality men’s 
stores in  Qhio. Good 
starting salary and _ per- 
manent opportunity for 
creative and_ thoroughly 
experienced man. State 
particulars as to experi- 
ence, salary expected and 
references. All correspond- 
ence will be held in strict 


confidence. 


Address “Box JCR”’ 


Care of DISPLAY WORLD 


POSITION 
WANTED 


Window Trimmer, fully ex- 
perienced Ready-to-Wear and 
Ladies Specialty small wear. 
Free Lance man. _ Interested 
in chain or individual shops. 


Write— 


GEORGE DANIELS 


57 Prospect Park SW 
Brooklyn 15, N. Y. 




















AGENCIES WANTED 


for Display Accessories and 
Novelties for Africa, south of 
the Equator by 
HENRY HULL & COMPANY 
Display Specialists and Distributors 
Head Office: 
18 Loveday House, Loveday 
Street, Johannesburg. 


Telegraphic Address : *HACO” 
Johannesburg. Also at Dur- 
ban, Cape Town, Salisbury 
(Rhodesia) and Windhoek 
(S. W. Africa). 


Swiss Advertising Firm 
specializing in all phases of 
advertising seeks 

New American Methods or 
Original Advertising Ideas, 

Display Pieces, Etc. 

for exclusive promotion § in 
Switzerland. Send details to: 


Ateliers R. Engler 


13, rue de la Confederation 
Geneva, Switzerland 
Cable: Paluvan Geneve 














COMBINATION 
ADVERTISING AND 
DISPLAY MAN 


A good position is open for an 
alert, capable, steady man who 
can write advertising and trim 
up-to-date windows. Firm 
established 55 years. Popular 
priced store. Full particulars, 
“ad” samples, references in 
first letter. Salary $65 to $75 
weekly. Steady job. Excellent 
opportunity. 

A. SACKIM COMPANY 

Iron Mountain, Michigan 


Available Sept. 15 


DISPLAY DIRECTOR 
AND SUPERVISOR 


20 YEARS’ EXPERIENCE 
Large Chain Stores 
of New York City 
OPERATED OWN 
DISPLAY STUDIO 
5 YEARS. 
Willing to Travel 


Address “Box 938”’ 
Care of DISPLAY WORLD 














CORRESPONDENCE INSTRUC- 
TION—In Window Display. Adver- 
tising and Card Writing. In opera- 
tion for nearly 40 years with over 
2,000 graduates in nearly every 
country in the world. New graphic 
instruction and new short courses 
at several prices. Write for catalog. 

THE KOESTER SCHOOL 

300 W. Adams St., Chicago 


EXPERIENCED 
DISPLAY MANAGER 


desires position in modern, 
progressive store. Ten years’ 
experience in display on Fifth 
Avenue, N. Y., and in Europe. 
Knows designing, advertising, 
painting and sculpturing. Age 
33. Veteran. A-1 references. 


Address “Box 8 SS” 


Care of DISPLAY WORLD 











Home Study . . . “LESSONS IN 
WINDOW DISPLAY” — A low 
priced, practical and _ up-to-date 
urse covering all phases of the 
ihbject. Of value to the experi- 
need trimmer as well as the begin- 
Over 500 pages with 1,000 
etches to show you how. Write 
r circulars. WILL H. BATES, 
Box 101, Ellsworth, II1. 


WANTED — Free Lance Accounts 
for Chicago Area. Experienced wo 
men’s wear displayman wants bet 
ter class women’s wear shops; also 
women’s specialty shops. Merchan- 
dising backgrounds and _ displays 
installed. Address “Box H.A.R.,” 
care of DISPLAY WORLD. 














SALESMEN—Openings still avail 
coast to coast for sideline 
smen for manufacturer of arti- 

il flowers and «nits. High com 
sion paid. Correspondence con 


tial. 


Address “Box 8 GA” 
Care of DISPLAY WORLD 








SITUATION WANTED: Reliab'’e 
and Experienced Display Man, also 
Professional Card Writer. Position 


in California only. 


A. MARKS 
2342 W. 12th St., Los Angeles, Calif. 








FOR RESALE 
“The Night Before 


Christmas” 


SERIES OF 8 DIORAMAS 
FULLY ANIMATED WITH 
MOTION IN EVERY SCENE 


Dramatizing the beloved Christmas Poem 
America’s best loved Christmas poem 


This fascinating window series, made for us for 
our 1946 Christmas season, is one of a very few, 
created by one of the country’s outstanding display 
houses. The miniature settings are skillfully exe- 
cuted. There is motion in every scene. Series 


consists of: 


Scene 1: “Twas the night before Christmas when all 
through the house not a creature was stirring, not 
even a mouse.” The little mouse moves its head 
back and forth in its cradle. 

Scene 2: “The stockings were hung by the chimney 
with care, in hopes that St. Nicholas soon would 
be there.” This shows a fireside scene with family 
gathered around. The baby, the little boy, and the 
father all move. 

Scene 3: “The children were nestled all snug in their 
beds, while visions of sugar-plums danced in their 
heads.” This is a nursery scene. Sugar plums dance 
over the heads of the sleeping children. 

Scene 4: “When what to my wondering eyes should 
appear but a miniature sleigh and eight tiny rein- 
deer.” This shows exterior of house with Santa's 
sleigh and reindeer riding to the rooftops. Papa 
and mama peer out the windows. They move heads 
and arms. 

Scene 5: “As I drew in my head, and was turning 
around, down the chimney St. Nicholas came with 
a bound.” Santa falls out of the fireplace as mother 
and father peer from stairway. Motion is in Santa, 


mother, and father. 


For further information and photographs, 


contact R. B. VON MAUR 


Petersen-Harned-Von Maur 


Department Store 


DAVENPORT, IOWA 
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Your Christmas planning should 
be well under way now. It is 
especially the one big season... . 
a command performance . 

which requires all the visual 
quickening of the pulse you can 
plan for to accelerate buying and 
build sales. For appealing mer- 
chandise displays, you will find 
our friendly Darling Display Dis- 
tributors fully prepared to offer 


you America’s finest, most com 


plete line. Write for list. 
























COMMA 
PERFORMA 


She RINGMASTER SET 
EG26 (above) Here we offer you, prob- 


ably, one of the most versatile display sets 
you will see for showing men’s, women’s 
and children’s accessories, shoes, cosmet- 
ics, drug items, jewelry, yard goods and 
gifts. It includes one E27 metal display 
unit 30” high overall, formed of six 14” 
diameter rings; two E28 metal display units 
15” high overall, formed of four 14” di- 
ameter rings. All Chrome finish. Units are 
furnished with 20” diameter and 10 x 30” 
glass shelves as shown. 


She SCROLL SET 


EG16 The Scroll Set, at left, also has wide 
versatility in use. It includes one E17 met- 
al display unit 39” high, 40” wide overall, 
10” deep; two E18 metal display units 15” 
high, 23” long overall, 10” deep. All 
Chrome finish. Units furnished with cor- 
rect size glass shelves, as shown. 


DISTINCTIVELY 
SMART INDIVIDUAL 


wr DISPLAYER UNITS 


E25 (at left, below) Smart sweeping design 


in a low cost, sturdy display unit. 16” high, 
32” long and 11” deep. Chrome finish. 
Glass shelves furnished. 


E23 (at right, center) Attractive displayer 
for wide variety of items. 45” high, 28” wide, 
11” deep. Chrome finish. Glass shelves. 


E24 (at right) The beautiful symmetrical, 
circular window or ledge displayer is 34” 
high overall. Chrome finish. Glass shelves. 


NEW CHRISTMAS CATALOG of latest Darling Dis- 
players available on request. Be sure you get a copy of 
this catalog. There's a friendly Darling Displays Distribu- 


tor near you! Write for free list today. 


DARLING DISPLAYS 


L. A. DARLING COMPANY 


BRONSON 


MICHIGAN 


NEW YORK DISPLAY ROOMS — 47 WEST 34th STREET 


CHICAGO DISPLAY ROOMS — 222 WEST ADAMS STREET 





















ANTICIPATING 
FASHIONS 


... mannequins by Darling, mas- 
terfully sculptured, are your as- 
surance of the correct display 
and proper merchandising of 
women's wear throughout coming 
seasons. Your Darling Displays 
Distributors —list on request— is 
now prepared to show you this 
glamorous new line of figures 
.. at moderate prices. We invite 
you to visit our Display Rooms, 
New York, 47 West 34th Street; 
Chicago, 222 West Adams Street. 
L. A. DARLING COMPANY 
Bronson, Michigan 


Look to our friendly Distributors for 
all your display needs. 


Rl bteptavs 
DISTRI 








Pe RH. 





